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PART VII 



Consisting of six chapters on the subject 
of ''HOW TO GET ORDERS BY 
LETTER/' 

ADVERTISING is making the goods 
speak. 



It is putting a truthful, animate tongue into 
inanimate merchandise. 



There is no such thing as luck in the game of 
selling. 

It admits of no speculation, no uncertainties. 

It is a science with causes and effects unerring 
in their accuracy. 

Study the code. Read the rules. 

Make every sale right. 

Know how! 



How to Write the Letter That 
Will ''LAND" the Orc/er 

PART VII HOW TO GET ORDERS BY LETTER CHAPTER 1 

SELLING aoods is considered the biggest ^prob- 
lem in the misiness world. Hard as it is to 
close a deal with the prospect right before you^ it 
is infinitely harder to get his order when he is 
miles away and you must depend upon a type- 
written sheet to interest him in your proposition 
sufficiently to buy your goods. Methods that 
have succeeded are described in this chapter and 
samples of order-bringing letters are given 

THE letter that is sent out unaided to make its own approach, 
open its own canvass and either complete or pave the way 
to a sale may be called "the original sales letter." There 
has been no inquiry, no preliminary introduction of any kind. 
The letter is simply the substitute for the salesman who volun- 
tarily seeks out his own prospect, presents his proposition and 
tries to land an order. 

Such a letter undertakes a big task. It has a more difficult 
mission than the personal salesman, for it cannot alter iti 
canvass on the spot to suit the prospect's mood. It must have 
its plan complete before it goes into the mail. It must be 
calculated to grip the attention, impel a reading, prompt a 
favorable decision and get back, in the return envelope, an order 
or at least a request for further information. 

The letter that can do that, a letter so clever and so con- 
vincing that it makes a man a thousand miles away put his hand 
into his pocket, take out his hard earned cash and buy a money 
Older; or makes theshrewd man at the desk take up his pen, 



8 THE LETTER THAT IS COMPLETE IN ITSELF 

write a check and send it for the goods you have to seU. is a 
better employee than your star salesman because it gets the 
order at a fraction of the cost. And the man who can write the 
letter that will do that is a power in the business world — ^his 
capacity is practically unlimiteid. 

Original sales letters are of two kinds; those that endeavor 
to perform the complete operation and secure the order and thoee 
that are intended merely as the first of a follow-up series or cam- 
paign. Which to use will depend upon the nature and cost of your 
proposition. A simple, low-priced article may be sold with a 
single letter — ^the margin of profit may not warrant more 
thu that On an expensive, complicated article you can- 
not hope to do more in the initial letter than win your 
prospect's interest, or possibly start him toward the dealer 
iHio sells your goods. 

Consider fiist the former. You are to write a single letter 
and make it an attention getting, interest winning, complete, 
convincing, order getting medium. There is no better way to 
do this than to put yourself in the position of the sales- 
man who must do all those things in a single interview. You 
really must do more than the salesman, but this is the 
best way to get in your own mind the proper attitude 
toward your prospect 

Say to yoursdf, "I am now going into this man's office. 
He does not know me and does not know I am coming. This 
is the only chance I have to see him and I shall probably never 
see him again. I must concentrate all my knowledge of my 

rroposition on this <me selling talk and must tell him everything 
can about it that will make him want to buy. I must say it 
in such a way that he will clearly understand; I must give him a 
good reason for buying today and I must make it easy for him 
to do so." 

Then picture yourself in his office, seated beside his desk 
and proceed to Udk to him. Above all, keep in mind that you 
are talking to ons man. No matter if your letter is to go to ten 
^TfUfund people, each letter is individual. Remember, it 
goes to one person. So when you write it aim directly at 

one person. 

And MS him in your mind's eye. Get as dear an idea as 
joa can of the class your letter is going to and then {Hcture the 
man in that class. The best way is to pick out some 



THE PARAGRAPH THAT "CLINCHES" THE ORDER 9 

friend or acquamt&nce who most nearly represents the class 
jott want to reach and write the letter to him. You^Il be 
surprised how much easier it is when you have a definite 
person in mind. And your letter will then be sure to have 
that much desired "personal touch." 

Of prime importance in this single sales letter is the dose, 
the clincher. Your one big purpose is to get the order, and no 
matter how clever you may be three-fourths of the way through, 
if the letter falls short of clinching the order in the end, it may 
as well not have been written at alL 

Here is an excellent example of one of these complete letters. 
Note particularly the summing up, the guarantee offer and how 
easy the writer makes it to order: 



HOW TO QIT A F08ZTZ0S 
AMD HOW TO HOLD IT 

is th« title of a little book that buslBess aea aad editors say 
Is the aost iensihle aad helpful thiac OTor prlated oa Its sub- 
Jeet. Coatalas the bolled*dowB experieaoe of years. Wrlttea by 
aa expert oorrespoadeat aad high-salaried writer of busiaess 
literature who has hunted positions for hiaself . who has been 
all along the road up to plaoes where he, in turn, has adTortised 
for employees, read their letters, interriewed and engaged then 
--who is now with a ooapany eaploying 8700 of both sexes and all 
grades froa the |3 a week of floe boy to a #76 a week speoialist. 

BOW TO OIT A POSXTXOI AID HOW TO HOU) IT treats of 
what one should be able to do before expeeting to find a good 
position; takes up the matter of changes ; adrises how long to 
hold the old position: tells what kind of a new position to try 
for; explains the various ways of getting positions; suggests 
how the aid of prominent people can be enlisted; shows the kind 
of endorsements that count; teaches how to write letters of an- 
olioation that COmiAHl) attention; gires hiats on preparing for 
the interriew aad on how to make the best impression; tells what 
should be done when you are selected for a position and take 
up your duties; deals with the question of salary before aad 
after the engagement ; with the bugbear of experience ; the matter 
of hours; aad glTss pages of horse-sense on a doaev other impor- 
tant topics. Ths clear Instructions for writing strong letters 
of application, aad the model letters shown, are alone worth the 
price of the book. Wot one in a hundred— eren among the well- 
•dttoated— can write a letter of application that conTlnces. 



10 THE LETTER THAT IS THE FIRST OF A SERIES 

■ I ■»■ ■! ■■■ii.ii. I m il ■■ I II I I ■ ■ I N I ■■ 

How many ef yours fall ? Thfl flngagflmtnt usually dsptnds on tbt 
IntarTlaw: and ths IntsrTlaw oannot, as a rula, te obtained 
without the lapreeelTe letter. Consequently, the letter Is of 
treaendous laportanoe 

If you carry out the Buaeestlons set down in plain 
langUM* in this little hook, you can hardly fall to land a posi- 
tion. And Z an offering the hook for twenty-fire cents a oopy . 
Just think of It I The principles and plans outlined In Its pagos 
haye heen the means of securing high-salaried positions for Its 
author and for others, and this valuahlo Information Is yours 
for the prlco of five car-rides. 

This Is my offer: Bend me a 8S-eent piece In the en- 
closed coin-card, or twenty- fire cents In stamps, and 1*11 mall 
you a oopy of EOW TO OST A POSITZOH AST) EOW TO EOLD XT. If. 
after reading the hook, you do not feel It Is worth many times 
Its cost, Just tell me so and return the oopy In good condition. 
I'll send your money hack without any qulhhllng. Could any 
offor he fairer? 

Order today— now. Vext week there may oomo to your 
notice an opening that may he the chance of a llfetlme--when my 
little hook will he worth Its weight In gold. Besides, It tells 
how to create openings when none are adyertlsed. Tou need not 
write me a letter. Just write your full name and address on the 
hack of this sheet and wrap your stamps up in It, or put your 
name and address on the coin-card after you hare enclosed the 
8S-cent piece. 1*11 understand. 

Write plainly. Z am selling the hook so cheaply that 
Z oannot afford to hare any copies go astray In the malls. 

Tours truly. 



Now as to the other kind of original sales letter — the one 
that is merely the first of a series of three or more letters skillfully 
planned to build up interest until the climax, the purchasing 
point is reached. This letter is really a combination of the two 
kinds. If you can land the order with the first letter, you want 
to» of course. But you know you can expect to do this only in a 
small percentage of cases. So while you must put into the 
initial letter enough information to make your proposition clear 
and must give at least one good reason for buying, you must 
keep good convincing sales talk in reserve for the succeeding 
ktters. And you must plan this first letter so that the re-enforce* 
meats to follow will logically support your introduction. 



PAVING THE WAY FOR THE "FOLLOW>UP" 11 

This can best be illustrated by a clever first letter from a very 
successful series. The manufacturer of a $5 fireless cooker 
planned a letter campaign to induce hardware dealers and de- 
partment stores to buy a stock of his product. 

The first sales letter of the series scored strongly on one or 
two points and at the same time paved the way for the sec* 
ond letter: 



Dear Sir: 

Are you ready for the woaaa who vaats a firelees 
eeoker but oaa't pay ten or fifteen dollars? 

The agereesiTe adrertising done hy the aanufaoturers 
of fireless cookers and the inmense amount of reading Batter 
published in women's magazines about the fireless method of 
cooking has stirred up a big demand. 

But Just figure out how many of your customers oaa*t 
afford to pay |10, |12 or |15. 

Think of the sales that could be made with a thoroughly 
reliable cooker at |5--one that you could feel safe in standing 
back of . 

It's here! 

We had the |16-idea, and we worked cut the prettiest 
cooker you cTer saw at any price. But we got together one day 
and figured out that the big market was for a low-priced cooker 
that erery woman could buy. 

Eow to get a Jenkins-quality cooker, one that a re- 
tailer would be proud to sell, down to the retail price of |6 
was the question. But we figured cur manufacturing up into the 
tens of thousands, and the enclosed folder tells about the re- 
sult. 

Our adTertising next month in the Woman's Home Compan- 
ion, Ladies' Home Journal. Ladies* World, Good Houeekeeping. 
Brerybody's. Cosmopolitan, and McClures will do big thinge for 
you if you have the Jenkins |6 Tireless Cooker in you window. 

We haTe a good slaed stock on hand but they won't latt 
long the way orders are oomiag in from far-sighted retailera. 

aow would a detsn do as a starter for yeuT 

Tours truly. 



12 EMPHASIZE THREE POINTS 

A letter of this kind should be effective because it gives 
enough information to make a sale in case the reader is an 
unusually good prospect, and at the same time it lajs a good 
foundation for. me second letter. 



Are 70U willing to sake more aoaer ob soap? 

Tes, we euppoee you are oarrying aanj eoapa, l>iit whaa 
a diatinotire eoap ie adrertieed ae thoroughly ae we are adrar- 
tiaing IBSIHOB, it actually oreatee new trade, and of oourae yon 
aren't aorry to eee new facea in the etore. 

1B8IV0D SOAP hae the euratire and heneflolal effeott 
of Reeinol Olntnent, whioh is now ueed eo extenslyely by the 
■•dioal profeeeion. 

W18XV0D SOAP is more than a cleanser: it is a restorer, 
preserrer and beautifier of the skin, and as such is attracting 
the farorable attention of women. 

Xnclosed is a reproduotion of our adrertisement in the 
magazines this month and a list of the magazine in which the copy 
appears . 

We are educating 10,000,000 readers to feel the need 
of WXSINOS SOAP. 

A supply of our liberal samples and a trial order to ba 
used in a window display will show you the possibilities. 

Hay we send samples and a trial gross? 

Tours for more soap money. 

WS8IH0D 80AF COUPAIT 



This it attnmg selling Utter that interests the reader, disarms his 
natural objection to adding an additional line of soap md presents 
briefly convincing rectsons for stocking with Wesinod. While this letter 
is intended to get the order, it effectively paves the way for further 

correspondence 



It IS unnecessary to take up here the elements that shoukl 
go into the sales letter — attention, interest, argument, proof, 
persuasion, inducement and the clincher. But it is vrell 
to emphasise three pomts that are especially important 
in the original letter in the series: confidence, price and 
the dose. 
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One thing nuret unleM you can win the confidence of jour 
proepect from the start, your whole campaign is going to be 
a waste of time, paper and postage. Distrust and prejudice, 
once started, are hanl things to overcome by mail, particularly 



Star Sir: 

' *If your magaslBt pulls as well as tht Blank Monthly I 
will £!▼• you a twelTs-page oontraot. ' ' 

That raaark wasn't neant for our ears, but one of our 
solioitors oouldn't help orerhearing it. It was aade tj a pron- 
inent adrertiser. too. We wish we eould glTe his name, hut when 
we asked permission to quote he smiled and said he*d rather not. 
8o» we'll hare to refer you to our adrertising pages. 

But the remark speaks pretty well for the Blank 
Monthly, doesn't it? It's not surprising, though. The Blank 
Monthly goes into 151.000 homes. It is taken and read hy the 
heat class of teehnioal. soientifio and meohanioally inclined 
men, representing one of the ehoioest classes of buyers in 
Aaerioa. 

Our suhsorihers are great buyers of things by mail. 
Ooaens of our adrertisers hare prored it. They don't sell shoddy 
or cheap goods, either. That's why we beliere your adrertising 
will pay in the Blank Monthly. If we didn't beliere it, we 
shouldn't solicit your bualness. 

Try your copy in the June issue, whioh goes to press on 
April 87— last form May 6. 

If you send copy TOBAT, you will be snre to cat la* 

Tory truly%ours. 



Tk$ quoted language gives the opening of this letter an irUereeting look. 
The firei three paragraphs are strong. The fousih paragraph is merely 
assertive, and is vfeak* A fact or two from eome advertisers experience 

would he muck better* 

when you are a concern or individual unknown to the man to 
whom you are writing. 

And so with this in mind, be careful of the tone of fHr 
letter. Be earnest, make reasonable statements, appeal to > 
intelligence or the experience of the reader and deal with specif 
faelB father than with mere assertions or claims. There is no 



»» 



U TESTIMONULS AND PRICES AS ARGUMENTS 

inspirmtion to confidence in the time-worn claims of "strongett»" 
'^bett," and "purest". Tell the facts. Instead of saying that 
an artidie is useful in a dozen different ways, mention some of 
the ways. When you declare that the cylinder of your mine 
pump is the best in the world, you are not likely to be believed; 
the statement slips off the mind like the proverbial water from 
a duck's back. But when you say that the cylinder is made 
of close-grained iron thick enough to be rebored, if necessary, 
you have created a picture .that does not call for doubt. But 
watch out that you don't start an argument. Brander Mathews 
gives us a great thought when he says that ''controversy is not 
persuasion." Don't write a letter tiiat makes the reader feel 
that he is being argued into something. Give him facts and 
suggestions that he can't resist; let him feel that he has convinced 
himself. This paragraph fails of its purpose, simply because it 
argues. You can almost picture the writer as being "peevish^ 
because his letters haven't pulled: 



"This ttook Is at8olutel7 the taf tit and moit ttaplt 
yoo eould tur* It will postirtly pay rtgular dirldanda. We 
•tand back of theae atatentnts. Tou nuat adait, therefore, that 
it la a good buy for you. So why do you heaitate about buying a 
blook of it?" 



On the other hand, this appeab to the investor because it has 
genuine proof in it: 



"Ho Btookholdtr of oura haa loat a dollar through 
flttotuation in the priot of the atook, though «e haTO bean doing 
buaineaa for fifteen yeara. Our etook haa been readily aalabla 
at all tiaea. Ho diridend period haa OTor been aieaed. The 
quarterly diridend haa nerer been leaa than Si per oent. During 
the depreaaion of 1907— 190S our atook aaitttainad itaalf at 40 
par oant above par vhan other induatrial atoeka ware dropping to 
pnr or balow. Suroly, hare ia aa iBraaiaaat worth year iavtati* 
gatioa. * 



Telling specific facts fadpa to produce conviction as well as 
to create confidence. Not every one is & genius in the handling 
of words, but every writer of a letter that is to bristle with 
conviction must use his imagination. He must put himself 
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mentally in the place of the typical customer he ii addressing 
and use the arguments and facts that would convince him. The 
writer should try to see himself enjoying the foods or service — 
picture his satisfaction. Then he has a better chance of repro- 
ducing his picture in the mind of the reader. 

For instance* read this paragraph of idle assertions: 



"Buy our hams onot airtt you will touy then always. All 
of our meat is from young hogs» and is not tough, tut is high* 
gradt. Nothing but oorn-ftd stook is used. We guarantee the 
quality. We use good sugar in curing our hams, the host Quality 
of saltpeter and some salt. The result is a natural flaror that 
eaii't X>9 heat. We challenge oompetition. " 



And now contrast it with this real description of the same 
product, calculated to create confidence in the trademark it bears: 



"This mark oertif ies that the hog oame from good stook, / 
that it was oorn-fed in order that it might he firm and sweet— / 
that it was a harrow hog, so that the meat would he full-flarored / 
and Juioy-othat it was a young hog, making the ham thin-skinned / 
and tender--well-eonditioned and fat, insuring the lean of the 
ham to he tasty and nutritious. The mark certifies that the 
was cured in a liquor nearly good enough to drink, made of gran* 
ulated sugar, pure saltpeter and only a rery little salt; this 
brings out all the fine, rich, natural flaror of the carefully 
selected meat, and preserres it without * salty pickling. *** 



Bed / 
heV 



Note how much more graphic the second is than the first, 
and every statement is backed up by a logical reason. 

The testimony of other people, especially of those in poiitiODS 
of authority and those who would not be suspected of bias, has 
much convincing power. There is nothing in the contention that 
^'testimonials are out of date." They constitute the strongest 
kind of support But get testimonials that really say something. 
The man who writes and says that he got out of the book he 
bought from you an idea that enabled him to make a profit of 
$50 the first week, says a thousand times more than the 
man who writes and merely says that he was pleased with 
his purchase. 



10 SIX iONDS OF •^PAYMENT OFFERS 



»t 



Let price oome in the letter just about where it irould oome 
in an oral canyaM. The skillful salesman of high-priced shirli 
doesnH talk about the $8 price until he has shown Qxe shirt and 
impressed the customer. If price is the big thing — ^is lower than 
the reader is likely to imagine it would be — ^it may be made 
the leading point and introduced at the outset, but unless it is an 
attraction* it should be held back until strong description has 
prepared the reader for the price. 

The method of payment and delivery must be treated effectively 
in the closing paragraphs. The following plans all have their use : 

Offer to send on free trial for ten days or longer; 

Offer to send for free examination, payment to be made to 
express agent when examination has shown article to be satia- 
factory; 

Offer to send on small payment, the small payment 
to be a guarantee against trifling, balance payable on examin- 
ation; 

Offer to sell on easy-payment plan; 

Offer to sell for cash but with strong refunding guar- 
antee; 

Oiffer to supply article through local dealer on reader's 
authorization. With such an authorization, the advertiser has 
a good opening to stock the retailer. 

The price feature offers one of the best opportunities to give 
the letter real inducement. If the price is in any sense a special 
price, make it clear that it is. Sometimes you can hang your 
whole letter on this one element 

Reduced price, if the reduction is set forth logically, is a strong 
feature. One publisher uses it in this fashion: 



"W« hare jutt 146 sets of these books to eeXl at $18.60. 
When the new edition is in, it will be iapossible to get a set 
at lose than $25. The old edition is Just as good as the new, 
hut we are entirely out of oiroular aatter detorihinc the green 
oloth binding, and as we don't want to print a new lot of oireu- 
lare Just to sell 146 sets, we sake this unusual offer. Vow Is 
jour ohanoe. " 



Advance in price is almost as strong. It's a lever to quick 
action: 



' ) 



SPURS TO "ORDER NOW" 17 



•Ob the Ist of October the rate of the lOSBBVaiH wiU 
to up to one dollar a !!&•. If you plaoe your order ^efora the 
thirtieth of thie month you oan buy epaoe to be ueed anytiaa 
before January 1 next at serenty-fiTe oente a line. After the 
thirtieth positirely no orders will be aoeepted at leee than one 
dollar a line. Our present oiroulatioa entitles us to a dollar 
a line right now for that matter. 

"Don't let this letter be corered up on your desk. 
Attend to this matter now or instruct your adrertising agent to 
reserre for you, and get a big space bargain." 



Price in this case is in effect a part of the dose. It spun 
the reader to "order now.*' 

Setting a time limit in which a proposal holds good is also 
a strong closer. A large book publisher finds it effective to make 
a discount offer good if accepted within a certain number 
of days. 

Guarantee offers are strong. Don't content yourself with 
the old "absolutely guaranteed" expression. Be definite. 
"Order this buggy, and ^ you are not entirely satisfied at the end 
of a month that it is the biggest buggy value you ever had for 
the money, just write me and I'll take the buggy back without 
quibbling. Could any offer be fairer? I make it because Fve 
sold 246 of these buggies since January, and so far no man has 
asked for his money back." 

The sum-up is as important a part of the sales letter at it 
is of the lawyer's speech or brief. It should concentrate the 
whole strength of the letter at the close, as for instance: . 



*8o you see that though our machine is apparently 
hlgh-prioed it is really oheaper by the year than another ma- 
ohine. Our offer of a free trial right in your own plant givea 
you absolute protection. It is quite^natural, of oourse, for «• 
to be desirous of getting your order, but we do not see how yoa 
oan, from your own point of riew, afford not te put the Biemarok 
in your faotory. " 



And finally, help the prospect buy. The sales ktler deugnad 
to luring the oider must provide an easy method of ordering. In 
the first place, a great many people do not understand bow Id 
Older. To others, making out an order is a task that is Ukdf 



18 NINE SCHEMES FOR INDUCING REPLIES 

Id be postponed. B7 making it easy for the reader to fill out 
a blade with a stroke or two of the pen while the effect of the 
letter is strong, a great many orders will be secured that would 
otherwiM be lost 

It shoubl be axiomatic that if a letter is expected to pull 
business through the mails it must place before the recipient 
every facility for making it easy and agreeable to reply and 
reply NOW. How this can best be done will be taken up more 
fully in a separate chapter on "Making It Easy to Answer/' 

One thing to remember particularly in the case of the original 
sales letter is that if possible it should have a definite scheme 
behind it. A reason for the offer, a reason for the letter 
itself. 

A safe-deposit vault was well advertised by sending out letters 
that contained a special pass to the vault with the name of the 
reader filled in. Of course the letter gave a pressing invitation 
to call and allow the custodian to show the vault's interesting 
features. 

Still another clever letter soliciting rentab of safe-deposit 
boxes proposed that in case the reader now had a box elsewhere, 
they would take the lease off his hands. In reality they merely 
gave him free rental until his other lease expired, but the scheme 
was cleverly planned. 

A buggy maker wrote enclosing duplicate specifications of a 
buggy he had just had made for his own personal use, and 
suggested that he would have another made for the reader 
exactly like it and turned under the same careful supervision. 

Letters that give the reader something or offer to give him 
something have similar effect. The letter about a new facial 
cream will command extra attention because of the small sample 
of the cream enclosed. In fact, one cold cream company finds 
it an effective plan to send a sample and a sales letter to druggists' 
mailing lists or to names taken from telephone books, telling the 
reader in the final paragraph that the cream can be purchased 
at the local drug store. 

A letter offering a sample can of a high-grade coffee for the 
name of the reader's favorite grocer will bring a good response 
and afford the advertiser a strong hold on the grocer. 

A favorite method of securing savings depositors is to send 
a good "savings letter^' that offers a free home-savings bank or 
a vest-pocket saver. 



GIVE PROSPECT A REASON FOR ANSWERING 1» 

ETen calendan may be given out more efiPectivelj bj lending 
a letter and telling the reader that a good calendar has been 
saved for him and asking him to call at the office. 

A striking paragraph of a real-estate dealer's soliciting letter 
it one that asserts that the dealer has a client with the cash who 
wants just about such a house as the reader of the letter owns. 

A real-estate dealer whose specialty is farms has this telling 
sentence in his original letter: "Somewhere there is a man who 
will buy your farm at a good price; I should like to find that man 
for you." 

There is hardly a product or a proposition that does not 
offer opportunity to put some scheme behind the letter. And 
such a plan doubles Uie appeal of the original sales letter. But 
once more, remember, do not put all yoiur ammunition into the 
first letter. Be prepared to come back in your second and third 
letters, not simply with varied repetitions, but more reasons for 
buying. Make your first letter as strong as you can but at the 
same time — ^pave the way. 



f 



The Letter That Will BRING 

an Inquiry 

PART Vn HOW TO GET ORDERS BY LETTER CHAPTER t 

COMPARATIVELY few propositiam can be 
sold in the first letter; in most campaigns it is 
enough to stimulate a Tnan^s interest and get him 
to reply. This chapter gives specific schemes thai 
have proved successful in pulling answers — in 
making an opening Jot the heavy artillery of the 

follow-up. 

THINK what a problem you would have if you started out 
as a salesman to sell a certain article with no definite 
idea of where to find your prospects. You might inter- 
view a hundred men before you found one who was interested. 
That would be pretty slow and pretty expensive selling, 
wouldn't it ? 

And think what it would mean if you were to send out broadr 
cast a thousand expensive booklets and follow-up letters only to 
receive one reply from the one man with whom you effected a 
point of contact That, too, would be a prohibitively costly 
method of selling. 

Yet one or both these methods would in many cases be 
necessary were it not for the inquiry bringing letter. The 
inquiry letter is a "feeler" — the advance agent of the selling 
campaign. It goes broadcast to find and put its finger on the 
man who is interested or who can be interested, and his reply 
labels him as the man whom it is worth while for your salesm&n 
to see or who is at least worth the expense and endeavor of a 
follow-up series. 

The inquiry letter is like the advertisement which asks you 
to send for a catalogue or booklet. The advertisement writar 



THE OBLIGATION INCURRED BY THE "INQUIRY" gl 

believes that if you are interested enough to write for the booklet, 
you will be interested enough to read his sales letters, and possi- 
bly become a purchaser. It is the same with the inquiry-bring- 
ing letter. It is simply a sieve for sifting out the likely prospects 
from the great mass of persons who for many reasons could not 
and cannot be interested into a buying mood concerning your 
proposition. 

The great advantage of the letter which induces the recipient 
to express his interest in an inquiry is that you not only make 
him put himself unconsciously under an obligation to read further 
details, but you give time for the thoughts that you have started 
to get in their work. 

The fact that a man has decided to ask for more information 
and has put that decision in writing is of considerable psycho- 
logical vidue. 

The one thing the salesman hopes to find and the one thing 
the letter writer strives to create is a receptive mood on the part 
of his prospect. The inquiry letter insures that the moment a 
man answers it, he has vput himself into a frame of mind where 
he waits for and welcomes your subsequent sales talk. 

He looks forward with some interest to your second letter. 
At first there was just one party to the discussion. Now there 
are two. 

In this respect the letter is like the magazine advertisement. 
Give all the details of a $500 piano in an advertisement of ordi- 
nary size, quoting the price at the close, and it is extremely 
unlikely to bring the reader to the point of deciding that he 
will buy the piano. It is better to deal with some point of interest 
about the piano and offer a fine piano book free. 

And right here it is worthy of mentipn that interesting 
books with such titles as "How to Select a Piano," "How to 
Make Money in Real Estate,'' "Bank Stocks as an Invest- 
ment,'* or "The Way to Have a Beautiful Complexion," make 
letters as well as advertisements draw inquiries of a good class. 

In other words, offer an inducement, give your man a reason 
for answering. 

When you have written a letter calculated to draw inquiries, 
put yourself in the position of the man who is to get it and read it 
through from his standpoint. Ask yourself whether tfou would 
answer it if you received it Test it for a reason, an inducement, 
and see if it has the pulling power jou want it to have. 



gg THE USE OF GIFTS AS ANSWER-GETTERS 

If you are offering a book, for example, impress the reader 
with the real value of the book, magnify its desirability in his 
mind. A paper company does this admirably when it writes: 



"The new Condoz sptoiaea toook it a ^aautifttl tMBC— 
net a nere book of paper eamplee» underetand, but a oolleotiea 
of art nasterpleeee and hand lettered deelgns printed with rare 
taate on the rarioue kinds of Condaz papere. Many haTe told ut 
it ie the finest ezai^ple of printing they hare oTer seen coae 
from the press. 

"We feel sure you would treasure the hook oren for its 
artistio merits, hut we are not sending you one new simply 
because there is suoh a tremendous demand for it that we do not 
like to ohanoe haring a single oopy go astray and we want yours 
to reach you personally. We are holding it for you and ^he 
enolosed card will bring it. carefully wrapped, by return mail.* 



Of course such a book must be designed to do the proper 
work when it gets into the hands of the reader. 

It is a mistake to tell a great deal in the inquiry-bringing 
letter unless you can reasonably hope to close a sale. A man 
will act on impulse in ordering a one-dollar article, but he isn*t 
likely to be impulsive about an insurance policy. If you give 
him the entire canvass on an insurance policy at the &st shot, 
it will have to be of extraordinary interest and convincing power 
to close the sale. The subject is new. The prospect has not had 
a chance to think over the facts. He is suspicious of your power ; 
afraid of hastiness on his own part. He is likely to give himself the 
canvass and decide "No," before giving you any further chance. 

Appeal to curiosity. Arouse interest and leave it unsatisfied. 

Remember that your inquiry letter is a definite part of your 
campaign. Therefore it must be consistent with what is to 
follow and must pave the way naturally for it Seek replies 
only from those who can use and can afford|to buy^the article 
you have to sell. 

A maker of a specialty machine got out an inquiry letter 
along this line: ^i; 



*Zf you are tired of a salaried Job. if you want to 
get into a big-paying, independent business of your own, Z hare 
a proposition that will interest you. " 
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Of course he got a big peicentage of replies, for what man 
does not want a big-paying, independent business of his own? 
But when in his follow-up letter he stated his proposition, 
offering state rights to his machine for 95,000, he shot over the 



2>9ar Sir: 

Z thoald like to hare 70U oonsldar baying the enolosed 
•eriet of talke on adTortising for use in your paper. 

Z aa an expert adrertieing nan and Z hare epeat a great 
deal of time and energy on theee tallce. Z know tliat they will 
produce reeulte that will he Tory eatiefaotory to yon for they 
are hated on the real experienoe of an expert. 

The prioe of theee talke— that ie, the right to nee 
the talke and illustratione in your oity--iB $15 » which you suet 
admit ie dirt cheap »o one id ering the quality of the matter. 

All the progreeeire puhliahera are jumping at the 
chance to get theee talke at the low price Z am quoting them. 

Zf you do not accept my offer, one of your competitore 
will certainly do eo, and you will Icee preetige. 

Hoping to hear from yen at once and promieing careful 
attention to your ralued faro re, Z am 

Truly youre. 



^w.-€.T*A 



This letter has an unfortunate beginning. The writer etarte by consider^ 
inq his own interests rather than those of the publisher. It is not tactful 
to begin with **/ vxmt-to-^U'yousomething** talk. The second paragraph 
is merely an egotistic statement. No facts are furnished to impress pub- 
lisher. In the third paragraph price is introduced before desire is created. 
The fourth paragraph is a palpable boast that wHl not be believed and 
an insinuatton thai the publisher addressed may not be progressive. The 
suggestion about the competitor is likelu to arouse antagonism. The dose 
is hackneyed and the entire letter is rather an advertisement of the writers 

inability rather than of his ability, 

heads of 99 per cent of the men who had answered his first letter. 
Hb inquiry letter had completely failed of its purpose. It was 
not selective, it was general. 

So don't deceive. Nothing is gained by deception in a hfgh- 
grade venture. Your offer to ^ve away a first-class lot in a 
fintpdass suburban real-estate campaign will make a good dam 



THE "POOR" LETTER RE-WRITTEK 



of readers fuspidous of you. And though jou may get many 
inquiries from those who are looking for something for nothing, 
the chances are that the inquiries will be of a very poor 
quality. Better get two per cent of first class prospects than 
ten per cent that will only waste your time. You must not 
forget that it costs money to solicit people either by mail or 
by salesmen. 



Heading and 
fntmntenet 
introduce a avJb- 
Jeet cf vital inr 
Ure»t to 
pvhUahen, 

Aieif and aim- 
menff v>Mch mow 
Mat the writer 
tnoiM condi* 



Aehe kaehad 
teuckunde exper* 
ienee hetander- 
etandtthe eitttO' 
tUm and hie 
worde carry 
conviction'^ 
touch a tender 
spot with every 
publiaher 



HOW TO IHCBXABX TOUR ASVXRTISISG RXCSIPT8 

What would it be worth to you to hare a 
dosen Bore looal adTertiBors buying your spaoe 
regularly? 

How Buch nonoy would it mean to hare in the 
paper regularly Just a few of thoee who adrertiee 
poorly and epaenodioally for a short tine, then 
drop out and whine that "adrertising doesn't 
pay?" 

Z know your probleae. I hare had eolioit- 
Ing experienoe as well ae broad eopywriting ex- 
perienoe. I eerred three years on the adrertis- 
Ing staff of THI BALTZMORX HXW8--the paper for 
whioh Mr. Munsey recently paid $1,500,000. I 
know how hard it is to get a certain olass of 
looal adrertisers started. I know how hard it 
la to keep them going after they onoe start. Of 
course TOU know why sone adrertisers oome in the 
paper but won't stay. They can't see where 
their money comes back, AND THX PLAZH TRUTH 18 
THAT OfTXV IT DOXSV'T COMX BACK simply because 
these adrertisers don't adrertiee intelli- 
gently. 

Tour solicitors are not all skillful copy- 
writers. Soliciting ability and copy-writing 
ability rarely go together. Xren if your solici- 
tors were all good copy-writers, they wouldn't 
hare time to study each adrertiser's proposition 
exhaust irely. 

But if you expect to keep your adrertising 
receipts up to the high-water mark, you can't 
always do ALL 80LZCITIV0 and HO HBLPIHa. Tou 
must assist the adrertiser to get ^he full ralue 



HOW TO BEGIN THE SALES LETTER 
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An MfflaetUf^ 
conjUUnt elote 
that cowunandM 
reapeetand 

COIUidBTOtUm* 



of tk* aoBty h« sptadt with jo«. 
Ittt ar answers the aneetion. 



Howt This 



Read the attached SlCBlTf Of BOCCMBBWUL 
ASflRTZSIVO. They are short, hut they are Inter- 
esting and they are praotloal. Hote the plain 
ezamples of the good and the had. These talks 
will enoourage adrertlsers to hegln and will help 
those who oone In to get the worth of their aoney. 
If you sent all of your oustomers and prospeotlre 
eustomers a %ook on Adrertlslng—eTen If a suit- 
able one were arallahle— it sight insult sons. 
Perhaps only a f sw would rsad it thoroughly. Be- 
sldss, it would prohably oost you a hundred 
dollars. 

These short talks ean be used on days when 
you are not pushed for spaoe. Tou oan see that 
they look readable. They oan be read in a ■innte 
or two. The oost Is Inslgnlf leant , oonsldering 
the results that are sure to oone fron this oas- 
palgn of edueatlon. Suppose only two or three 
new patrons oame in as the result; you would get 
back your little Inrestnent orer and orer. Who 
will educate your oustoaers and prospeotlre eus* 
toners if you don't? 

Z do not urge you. Just read the artioles. 
I know what you, as a progresslre publisher, will 
think of then. Let ne hear fron you as soon as 
eonrenient, for if you do not want the serrloe, Z 
shall want to offer it elsewhere. Tou are the 
only publisher in your olty to when Z an now offer- 
ing the serTlee. I enolose stanp for ths return 
of the sheets In the oTont that you do not keep 
then. 

Tours, for nore and better adTortising. 



I'^^^^'Ai^-^-Ji:^ 



The question of how to open your inquiry letter is a big one. 
Good beginnings are as varied as the proposition which the letter 
presents. 

The straight question usually commands attention. 'Do 
you get the best price for your goods ?'* ''Are you securing all 
the Advertising patronage you are entitled to?" ''Couldn't 
yon use an extra pair of good trousers?'* " Do you collect 
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08 per cent of your axxxiunts?" Openings of this kind 
rivet attention. 

With some letter-writers, the direct command style of opening 
is popular. "Get more advertising. How ? This letter answers 



Oentlaman: 

Tour eatlttt profits are thooo 70U sake ty oarlnc 
ozpoaoe. 

Thtro Is oao way you oaa tare rent ; eare wagee ; laTo 
daaaf* to aaaplet and etlll aell more coode. 

Zaetall a ?ateBt Xxteaeloa Dieplay Raok in any depart- 
■•at you like— plotttre» linen, notion*, eportinc goode, eto., and 
you will add 30 square feet of display for erery foot you use. 
Tou will enable one salesman to do the work of two, Touwill save 
the time your salesmen now spend in getting out goods and putting 
them away. Tou will proTont the samples from heooming soiled. 

Don't take the trouhle to write ua a letter, just 
pencil OB the foot of this the name of the manager of the depart- 
ment you would like to begin with, and we will explain all about 
these display raoks to him. 



Tours very truly. 



p. 8. Marshall field A Co. , of Chioago, bougnt the first sxten- 
^ion Display Raok we sold and they hare been buying erer sinoe. 
Their last order Just reoelTed amounts to nearly a thousand 
dollars. Can you afford not to Inrestigate? 



TIm reference to easy profits at once interests every business man and 
ths method of saving rent, saving wages and increasing sales is certain 
to he investigated. The third paragraph presents good argument — short 
and to the point. ^ The le'ter is extremely easy to answer — just a few 
words with a pencil and that is all. Proof of the merit of the article in 
«U satisfactory use by a large wholesale house is cleverly brought out in 

ths postscript 

the question." "Wear tailor-made [clothes at the price of 
ready-made." '.."Makei your :money earn you six percent" 
If these openings are j chosen with the care that the adver- 
tising man uses : in selecting headings for advertisements* at- 
tentioD . wiU ..be Isecured. 



HELPING THE PROSPECT TO BUY «7 

Another good way to win the interest of the prospect is to 
offer to help him in his buying in some specific way. A firm 
selling diamonds by mail, for instance, does it in this fashion: 



"Unlets you are as experieneed Judge of preoieue 
■tonee, it is alnost iBpessible to buy a diaaond at randon and be 
certain of cettinc ralue for your neney. But you need not take 
ohanoes. Our best expert has written a booklet telling Just how 
to determine diamond ralue. how to detect flaws, and explaining 
the choicest cuttings. Whether or not you buy of us, this little 
book will be of inestimable Talue to you in buying stones. We 
will be glad to send you a copy for the asking. " 



Still other writers follow the declarative form of opening. 
Allison Preferred has advanced to 106 in a week." "Yesterday 
we sold for $10,000 cash a property that was put in our hands 
only Tuesday." But inasmuch as the declarative form lacks 
a little of the inherent interest of the question or the command, it 
should deal with some point of particular "interest value" to the 
class addressed. 

Style and interest value are just as important in the letter 
tiiat is to draw an inquiry as in the letter designed to make a 
sale. Some think that just because a letter is fairly certain to 
reach a man if properly addressed, it b easy to get a reply. Far 
from it. Unless there is a good reason for a man answering a 
letter, he isn't going to do it. 

Suppose that a furniture dealer, on receiving a new stock of 
furniture, writes a letter like this to a list of several hundred 
women: 



« 



"Our fall stock of furniture arrired on Saturday and 
is now on exhibition on our third floor. The showing is unsur- 
passed. Eere you will find something to suit you, whether you 
wish oak, mahogcuoy, walnut or birch. We inrite you to pay ng 
a call. • 



Some who would probably have come anyway may come in 
mponae to such a letter or may write for special information. 
But this style of a letter will bring results: 



t8 GIVING REASONS FOR REPLIES 



Vmr Krs. Srwa: 

Z r«B«B>*r that when you purehateA tha salMcaBy bad 
laat March you aacpraaaed a d«sira to buy a dreaser that would 
■atoh. Za tho aav lot of furalturo that wo put on our floora 
only yostorday aro aoToral droooors that would aatoh your piooe 
porfoetly. Coaa la and soo thoH. Z should like you to aoa alao 
tho droooins tahlos and ohalrs that aatoh your dressor. otob if 
you aro not roady Just now to got an entire set. 



The first letter has litUe point to it The second has per- 
sonality and interest, and signed by the salesman that sold the 
fiiat piece of mahogany, is certain to bring the customer in if 
anything would. < 

A strong method of closing letters of this sort is to have final 
paragraphs of this style: "May we tell you more? This won't 
pat you under the least obligation. If we can't show you that 
it is to your interest to take up this matter, it is our fault — ^not 
yours. Mail the card now and let us put all the facts before you." 

A post card or a postal card should be enclosed in all inquiry- 
bringing letters, llie request for further details should be 
printed, so that the prospect has only to sign his name and mail 
the (^rd. In other words, make it easy for the prospect to 
answer. Another thing, don't print anyUiing on the cajd that 
will make it appear that the prospect is committing himself, 
Paragraphs of this sort have proved effective: "Without com- 
mitting myself, I give you permission to furnish me full informa- 
tion about the subject mentioned in your letter." 

The card method is particularly good if the inquiry is to be 
followed up by a solicitor, for the card may be sent conveniently 
to the solicitor who will take it with him when he caUs. It 
sometimes pays to have all the inquiries from a certain territory 
sent on cards addressed to a certain solicitor, though the inquirer 
may think at the time of inquiring that the one whose name 
appears on the card merely is the correspondent that wrote 
the letter. The advantage is that a prospect who sends in a 
card addressed to "Mr. H. E. Carrington, care of the Smith 
Publishing Company," has seen Mr. Carrington's name. When 
Bflr. Carrington calls, the inquirer is sometimes flattered 
to think that the gentleman has been sent from the home 
office. As he has written a card to Mr. Carrington, he cannot 
with good grace deny an interview. 



SCHEMES FOR FACILITATING ANSWERS 



«0 



The man who writes and offers to do something without 
putting the least obligation on th^ inquirer who accepts the offer 
is hard to turn down. A writer of advertisements, after a cour- 
teous criticism on advertisements that he doesn't like, closes in 
this way: "I think I can show that it is to your interest to use 
some copy of my construction. If I can't, certainly it won't 
be your fault. May I show you what I think is a more 
profitable way of advertising these goods? If when you 
see my copy you are not more than satisfied to pay my 
bill, there won't be any ill feeling on my part The decis- 
ion will rest with you.'* 



THE INQUIRY BRINGING LETTER 



I 



WHAT IT MUST DO 



STIMULATC INTCMCST 



AW^AKC OCSIAC rOR rUfTTHCfl 
INFOAMATION 

OtVC RgAtON rOR ANSWCRING 



MAKC INOUCCMCNT FOR 
ANSWCRING 

FAVC WAV rOR FOLLOW U^ 



CALL r.OR IMMCOIATC AQTlON 



T 



1 



WHAT IT MUST NOT DO 



AROUSC lOLC CURIOSITV 



CRCAT^CXAQOCRATCO lOCAS 



Give FULL l»ARTICULARS 



MISRCI»RCSCNT l»ROPOSITlON 



WASTC ARGUMENTS 



etOSC WAV FOR FURTHCR LifTTCRS 



A townsite company, selling town lots by mail» uses a device 
that gets replies when ordinary requests would be disre- 
garded. 

As a close to three page form letter this paragraph is used: 



"We enoXos* letter that the railway coBpaay wrote «■. 
yieaee return it ia the enoloeed staaped enTelope* and tell us 
what you think of our plan. " 



The next sheet following is a fac-simile letter from a 
prominent railway official conmiending the plan, so mak- 



90 COAXING REPLIES FBOM PROaPECIS 

lag it taiy for Um praapaet to odd • few wordi of 
eommendation. 

This is ft clem scheme to cosx • reply out of the pro sp ect— 
end it is certain that he carefully reads Uie letter from the rail- 
road company before he returns it No matter what the nature 
of his letter it gives an opportunity for a personal reply. 

A clothing manufacturer has an effective method of drawing 
oat a fresh inquiry or indication of interest from lus mailing list 
by inquiring what satisfaction the reader got out of the last suit 
ordered, asking a criticism of service if the buyer has any to 
make, saying that anything that was wrong will be made right 

Writers of investment letters have found that it pays to emphar 
siae the fact that only a small lot of stock b available. If the 
letter leads the prospect to believe that barrels of the stock will 
be sold, the effect will be prejudicial. The "limited quantity" 
idea is effective in selling other things. 

An investment letter that brought good results where the 
signer of the letter knew all those to whom the letter was sent 
made the statement that four or five shares of stock had been 
put aside for the prospect. Practically no more information 
was given in the letter, but full information was offered on 
receipt of request. The request gave opportunity for the sales- 
man to call. This "putting aside" idea may be applied to 
clothing and other commodities. Its efficiency lies in the fact 
that it gives a definite point to the letter. 

In i^e letter that angles for an inquiry, do not tell too much. 
Whet the appetite and arouse the curiosity. Make them hungry 
to leam all about it, make them come back like Oliver Tirat 
and ask for more. But it b fatal to paint a proposition in such 
brilliant colors that there is a chance for disappointment when 
the prospect gets his additional information. Nor should an 
offer of a free booklet or free samples be made so alluring that 
the letter will be answered out of kile curiosity when the recipient 
is really not a prospect at all« 

Schemes without number can be devised to get a reply and 
only enough should be put in such a letter to stimulate a reply, 
saving up the real arguments and the big talking points for the 
letter that aims on getting the actual order. 



How To Close Sales By 

LETTER 

PART VH HOW TO GET ORDERS BY LETTEa CHAPTER^ 

SUPPOSE that your most obstinate ''prospecf' 
— a man in the next block on whom your clever- 
est salesman had used every tactic and had been 
rewarded only by polite turn-downs until he had 
lost hope — should call up some afternoon and a^k 
you to send over a salesman. Would you de- 
spatch the office boy? Or would you send your 
star salesman? Yet if that prospect lived a nun- 
dred miles away and sent in a letter of inquiry^ 
one out of two firms would entrust the reply to a 
second or third rate correspondent — entirely for- 
getful thai an inquiry is merely a clue to a sale, 
and not a result in itself. Tnis chapter shows 
how to GET THE ORDER by letter. 

THE man who inquires about your goods isn't ''sold" by a 
. long ways. He is simply giving you an opportunity to sell 
him. Inquiries aren't resuUs^ they're simply duu to possi- 
ble sales, and if you're going to follow those clues up and mak» 
sales out of them, you need the best men you can &id and the 
best letters those men can turn out to do it Inquiries of good 
quality are costly, frequently several times as costly as the adver- 
tiser figures in advance that he can afford to pay. Yet, strange to 
say, many advertisers will employ $50 or $100 a week ability to 
write advertisements that will produce inquiries and then expect 
$10 or $15 men to turn them into sales. As a matter of fad 
nine times out of ten the hardest part of the transaction is to 
close the sale. 

ti 



9St LETTERS THAT INCREASED SALES 1800 PER CENT 

An inquiry is merely an ezpreition of intereit. Tlie leeder 
of the adyertiienient tayi, in ^ect» '*AU right, Fm impretaed. 
Go ahead and show me." Or, if he hasn't written in reply to 
an advertisement, he sends an inquiry and invites the manu- 
facturer or dealer to tell what he has. To get the highest possible 
proportion of sales from each hundred inquiries, requires that 
the correspondent be as skillful in his written salesmanship as 
the successful man behind the counter is with his oral canvass 
and his showing of the goods. 

If the truth were known, it is lack of appreciation of diis 
point that discourages most concerns trying to sell by mail, 
and it is the real secret of a large percentage of failures. 

A clock manufacturer notified the advertising nuinager of 
one of the big magazines that he had decided to discontinue his 
advertising. "The inquiries we get from your magazine,'* he 
wlrote, '^don't pan out." The advertising manager thought he 
saw the reason why and he made a trip down to the factory to 
investigate. Reports showed that in two months his magasdne 
had pulled over 400 inquiries, yet out of that number just seven 
prospects had been sold. 

"Will you let me see your-follow up letters?" he asked. 
They were brought out, and the advertising manager almost 
wept when he read them. Awkward, hackneyed, blundering 
notes of acknowledgement, they lacked even the merest sugges- 
tion of salesmanship. They would have killed rather than 
nourished the interest of the average prospect. He sent the set 
of letters up to the service bureau of his magazine and a new 
series of shong convincing letters such as the clock deserved, 
were pr^Mued. 

On the strength of these he got the advertuer back in and 
the next month out of 180 inquiries, forfy-six clocks were sokl. 
Think of the actual loss that manufacturer suffered simply 
because he did not really appreciate that inquiries aren't sales! 

Get this firmly in mind and then get the proper attitude 
toward the inquirer. There is a big difference between the 
or^;inal sales letter and the answer to tiie inquiry. You haven't 
got to win his interest now. You've got that But you have got 
to hold it and develop it to the buying point Your man has 
asked you something; has given you Uie chance to state your 
case. Now state it in the most complete, convincing way you 
know how. 



ENCLOSLRES THAT REINFORCE LETTERS 



Unique endosurea eateh the eye and ineure a reading of the letter. 
Here are ahown two faetimiU bonds — one, an inre^menl bond and the 
other a guaranUe bond; a mmjile of the diplcniti iaaued by a eoTrerpond- 
ence school and a tIS.OO eertijicate to apply on a murse. The axe~ 
Node booklet carries the message of a wholesale hardware hoiae, and the 
coupon, when filled o'd, calls for a free sample of toilet preparation 



SAMPLES EN((^JSK1) WI'l'H LETTEIIS 



!f either printed deacriptioiia nor pictures are as egedive 113 actual aata- 
pU» of the prodticl advertised. Here are shown different methodt of 
sending samples of dregs goods, ahirtinna, and doth, for other purposes, 
jK the right are sonte pieces of wood showing different varnishes and vmlt 
deeorationt, and at the bottom are veneers thai show different furniture 
finishes; the rariovs cc^red pieces of leather are likeviise used by furni- 
ture houses in shoieing the stales of upholstering 



ORDERS LOST THROUGH DELAY S5 

A good way to get at this is to put yourself once more in IIm 
other man's place. What do you like to get when you answer 



])«ar Sir: 

W« ar« pleased to reoelTe your request for "WtXton't 
▲ooouBtlnc Methods," and a oopy goes fonrard tj today's Bail. 
Do Bot fail to notify us if it fails to reaoh you within a day 
of. the receipt of this letter. 

Tour attention is particularly called to the descrip- 
tiTe Batter on pages 3 to 9, inolusiTc. We arc confident that 
aaong the forty stock record forms there illustrated and de- 
scrihed you will find a nuaher that will sare time and lahor in 
your office. Tou will see that our stock forms are carried in 
two sizes — 3 hy 6i inches and 8 hy 8 Inches, the smaller size 
helng furnished at |2 a thousand and the larger else at |2.80 a 
thousand, assorted as you desire. 

Should you desire special forms to Beet your indiTidual 
reanlreBents, we can furnish them to order, printed froB your 
copy, on one side of linen-hond stock->-your choice of five colore 
—at 13.80 a thousand. 

On pages 116 to 139 you will find complete descriptions 
and order blanks of our special introduetery outfits, ranging 
in price froB |1 to |2S. 

We make these attraotlTe offers to enahle our cue- 
toBors to select outfits that can he installed at a Tery small 
cost, and we ship any of our stock outfits with the distinct 
understanding that if they are not entirely satisfactory they 

Bay be returned to us at our expense. 

» 

Under the liberal conditions we make, you incur no 
risk in placing an order, and we trust that we may be faTcred 
with one from you right away. By purchasing direct from us— the 
Banufacturers— you eliminate all BiddlOBan's profits and are 
sure to get proper service. 

Let us hear f roB you. 

Very truly yours. 



\ A letter thai sums up weU the principal features of the goods described 

I in detaU in the cataloave and the strong points of the manufacturet^s 

\ plan of eeUina. The letter is closely linked with the catalogue. Sutk 
I a tetter as this is a strong support to the catalogue. 



36 LABELS FOR EACH SAMPLE 

an advertisement ? And how do you like to get it ? Fint of all 
jrou like an answer promptly. 

"I have had some experiences lately," says one business 
man, "that have made me feel that promptness and care- 
ful attention to ail of a correspondent's requests are fuUy 
as important as the Uterary part of business correspond- 
ence. I am interested in an enterprise in which material 
of various kinds will be used — sample jars, mailing cases 
and so forth. I have been writing to manufacturers in the 
effort to get samples and prices. 

"Li several cases it really seemed to me as if the manufac- 
turer was trying to test my patience by waiting from three days 
to a week before answering my letter. Several of them forgot 
to send the samples they refeired to in their letters. Li other 
cases the matter of samples was overlooked for a few days after 
the letter was written or the samples were ordered forwarded 
from a distant factory without any explanation to me that the 
samples would be a few days late in arriving. In still other 
instances references were made to prices and sizes that were not 
clear, thus necessitating another letter and a further delay of a 
week or ten days. 

"As I had to have all the material before I could proceed with 
any of it, one man's delay tied up the whole job." 

Really when one has a chance to see the dowdy, indifferent 
way in which a. great many business concerns take care of 
inquiries and prospective customers, the wonder is that there are 
so many successes and not more failures. 

How refreshing it is to get a reply by return mail from an 
enterprising man who is careful to label every sample and to 
give you aU the necessary information in complete form and to 
write in such a way as to make you feel you are going to get 
prompt, careful service if your order is placed with him. It is 
a pleasure to send business hk way, and we do it, too, whenever 
we can. 

It is easy enough to look out for these things when a regular 
method is adopted, With a catalogue before him, the correspond- 
ent should dictate a memorandum, showing what samples or en- 
closures are to be sent and how each is to be marked. By referring 
to the memorandum as he dictates, the references will be clear. 

Cherish both carefulness and promptness. You don't know 
what you sometimes lose by being a day late. An inquirer 



ANSWER IN SPECIFIC DETAIL 9jf 

often writes to several different concerns. Some other corre- 
spondent replies by return mail, and the order may be closed 
before your belated letter gets in its work, particularly if the in- 
quirer is in a hurry — ^as inquirers sometimes are. You may 
never leam why you lost the order. 

When you cannot give full attention to the request imme- 
diately, at least write the inquirer and tell how you will reply fully 
in a day or so or whenever you can. If you can truthfuUy say 
so, tell him that you have just what he wants and ask him to 
wait to get your full information before placing his order. In 
this way you may hold the matter open. 



Dear Sir: 

Replyint to your •■teamed favor of reoant date would 
say that we hare noted your request for a saBple of Royal 
Hlzture and that saae haa heen forwarded. 

Thla tebaoeo la abaolutaly without question the 
flneat saoking tohaoeo en the narket today. This statoBeat will 
he auhstantiated hy tone of thousands of smokers. 

We hope to reeeire your ralued order at an early date 
and remain 

Truly yours. 




The firti paragraph of ihu letter is eo hackneyed that it takes away aU 

pgrionality, and there is nothing m the second paragraph to build up a 

picture in the reader's mind of an enjoyable tobacco. 

Now as to the style and contents of your letter, here's one 
thing that goes a long way. Be cheerful. Start your letter by 
acknowledging his inquiry as though you were glad to get it. 
'*Your8 of the 15th received and contents noted," doesn't mean 
anything. But how about this: **I was glad to find on my desk 
this morning your letter of the 15th inquiring about the new 
model Marfin." There's a personal touch uid good will in 
that. A correspondence school answers a prospective student's 
inquiry like ^is. '^I really believe that your letter of the 
0th which came to me this morning, will prove to be the most 
important letter that you ever wrote." An opening such as this 



9S QUOTING FROM THE CIRCULARS 

clinches the man's interest again and carries him straight throogfa 
to the end. Don't miss an opportunity to score on the start. 



tear Sir: 

Tour ord«r for a saaple pouoh of Boyal Kixtttra Is 
cr«atl7 avpraolatod. The tobaooo vas Bailed to-daj. 

To appreolate the difference hetween Boyal Mixture 
and the "others." just put a little of it on a sheet of white 
paper hy the side of a pinoh from a paokage of any other sBoking 
tohaooo manufaotured. Tou won't need a Biorosoope to see the 
difference in Quality. Smoke a pipeful and you will quiokly 
notice how different in mellowness, richness and natural flaror 
Royal Mixture is from the store-hought kind. 

If you are not enthusiastio OTor its exoellenee I 
shall feel greatly disappointed. So many discriminating pipe 
smokers in all sections are praising it that it makes me helieve 
that in "The Aristocrat of Smoking Tohaeoo ' X hare produced an 
article that is in fact the host tohaoco money can huy. 

Royal Mixture is all pure tohaoco. and the cleanest, 
hest-cured and finest leaf that the famous Piedmont section of 
Horth Carolina can produce. The quality is there, and will he 
kept as long as it is offered for sale. Depend upon that. 

The more you smoke Royal Mixture the hotter you'll 
like it. This ie not true of the fancy-named mixtures which 
owe their short-liTed popularity to pretty lahels, fancy tin 
hexes and doctored flarors. I giro you quality in the tohaooo 
instead of making you pay for a gold lahel and tin hex. 

The only way to get it is hy ordering from me. Royal 
Mixture goes right from factory to your pipe — you get it direct, 
and know you are getting it Just right, moist and fresh. 

Right now. TO-SAT. is the time to order. A supply of 
Royal Mixture costs so little and means so much in pipe eatis- 
f action that STery hour of delay is a loss to you. It's too 
good to do without. Money refunded proatptly if you are not 
satitfiad. 

If it is not asking too muoh of you, Z would Ilka to 
hear within a day or two Just how the tohaooo suits you. Will 
you not write me ahout it? Be critical, as I desire your candid 
opinion. 

Respectfully youre. 



The letter ie here re-writUn, making it intereeting from firet line to the ktet. 
It makes one feel that Royal Mixture ie eometking unuiuaUy good 



REPLIES THAT ARE COMPLETE 80 

Second, be sure you answer the inquiiy — every point in it 
You know how provoked you are when you ask a ques- 
tion and the correspondent in replying fails to answer. Be sure 
you answer ail the questions of the inquiries you handle. Give 
letters a final reading, to be sure. It is often advisable to quote 
the inquirer's questions or to use side-heads that he will under- 
stand you refer to the questions he asked. 

For example, suppose that a real estate agent has received an 
inquiry about a farm. The inquiry can be clearly answered by 
adopting a style like the following: 



We are yery slad to glTe you details a^out the A'bl}ott 
farm la Frasoott County. 

LOCATIOH. — This farm is on the laaoadam road between 
Trederiok and WhittsTille, three miles from Trederlck. There is 
a flag station on the S. & L. railroad one and a quarter miles 
from the farm gate on the maoadam road. 

TRABSFORTATIOV TACILITIXS. —There are six trains a day 
on the S. & L. road that will stop at the flag station mentioned. 
These trains gire a four-hour serrloe to Baltimore. 



This style of letter is a great aid to the writer in bringing related 
points together and thus strengthening description and argument. 

If the inquiry involves the sending of a catalogue, hook the 
letter and the enclosure together by specific references. It adds 
immensely to the completeness of your letter. And don't be 
afraid to repeat. No matter what is in the catalogue or booklet 
that is sent along with the letter, the letter should review concisely 
some of the most important points. The average person will pay 
closer attention to what is said in the letter than to what appears 
in the catalogue. The letter looks more personal. For example: 



On page 18 you will see desorihed'more fully the oodar 
•hest that we adTartise in the magasines. Pages 20 to 28 de- 
•orihe higher-prloed ohests. All these chests are of perfect 
workmanship and hare the handsome dull egg-shell finish. The 
blgher-prioed models hare the oopper hands and the hig-headed 
nails. Use the order hlank that appears on page 32 of the cata- 
logue, and be sure to read the dirietions for ordering that 
appaar oa page 80. 



A I 



40 HOW TO CREATE CONFIDENCE IN GOODS 



These descriptions and references tie the letters stnMigiy to 
the enclosures aiid thus unify the entire canvass. 

The woman who gets a letter telling her that the refrigerator 
she inquired about is described and illustrated on page 40 of the 
catalogue sent under separate cover, and then reads some quoted 
expressions from people in her town or state who have bou^t 
these refrigerators, is more likely to order than if a letter is sent, 
telling her merely that the catalogue has been mailed under 
separate cover, that it gives all the informatbn but that any 
special information will be given on request. The first method 
of replying makes it appear Uiat the correspondent is enthusiastic 
about his refrigerators and really wants to sell the inquirer one. 
The second method is cold and indi£Ferent. If your goods permit 
the sending of samples by all means enclose some with the letter. 
They help give the transaction that actual handling of the article, 
which is so great an advantage in selling over the counter. And 
then insure attention. No man, for example, will throw away 
a haberdasher's letter referring to spring shirts and enclosing 
some samples. The samples will get some attention, though 
the one who received them may not need shirts at the time. 

Samples also give an opportunity to emphasize value. For 
instance, it is a good plan to say : '*Take these samples of outing 
to your local store and see if you can get anything at $25 that is 
haU as good as what we are offering you." The fact is that few 
people make such comparisons, but the invitation to compare is 
convincing of the advertiser's confidence. For that matter, few 
people ask for refund of money on honest merchandise, provided 
the refund is limited to a brief period; but the promise of instant 
refund when unsatisfactory goods are returned, is a great confi- 
dence-creator. 

It b not always possible for one correspondent to handle the 
entire inquiry. In that case it is well to let the answer indicate 
the care exercised in preparing it. 

A part of a letter may sometimes advantageously refer to some 
other correspondent who can deal more thorou^y with a tech- 
nical matter under discussion. A large mail-order concern employs 
a man who can tell customers in a tactful way just how to make 
coffee and tea, and he makes satisfied customers out of many who 
otherwise would believe that they had received inferior goods. This 
same man is also an expert in explaining by letter any troubles 
that may arise on the company's premium clocks, and so forth. 



THE TECHNICAL" CORRESPONDENT 41 

Unless such technical matters are extensive enough to 
require a separate letter, they can be introduced into other 
communications by merely saying: 



"On readlns what you haye written a'bout th« engiaa, 
our expert has thle to say:" 



Then again, make your letter clear, (rood descriptions are 
just as important in answers to inquiries as in letters that have 
the task of both developing interest and closing a sale. All that 
is said in previous chapters as to the value of graphic descriptions 



Sear Sir: 

Icour esteemed inquiry has heen reoaiTod, and we are 
sending you one of our hooklets. 

In ease none of the samples suit you, let us know 
what eolors you like and we will send more samples. 

We can says you money on trousers. A great many of the 
host dressers of Vew York and Chioago are wearing trousers made 
by us. 

Tou run no risk in ordering, for if the trousers are 
not as I represent them or do not fit you, we will correct the 
mistake or refund your money. 

We urge you to order immediately, as we may not hare 
in stock the patterns you prefer. 

Trusting to reoeiTe your order at an early date. 

Truly yours. 



Sw.'S.'HoruJOJvA 



This letter starts out with a hackneyed opening and not enough em- 
phasis is ptU on the samples. It is a mistake to make the suggestion 
that the samples sent may he unsuitable. The third paragraph starts 
out with an assertion unbacked by proof and the second sentence is a 
siQjf boast that no one believes. A man does not 'pay his tailor the full 
pnee until the trousers are completed. It is a weak selling plan to try to 
nersuade a stranger to send the entire price to an advertiser whom he 
Knows nothing about. The plea for an immediate order on the ground 
that the pattern may not be in stock later is a weak and unfortunate 
method of argument. The final paragraph is as hackneyed as the first, 

and fads to impress the reader. 



4ft A LETTER THAT TELLS ''WHY'* 

0«Mr fir: 

Ier« jen art! Hilt aall will brine jou a laBpl* book 
ooataiainc iob* of tlio aoatoot trouoort ^ttorao you haro otta in 
a loac tiao. Toar off a otrand froa any of thta and hold a 
aatoh to it; if it dooon't "burn wool" tho laugb io on ao. 

Ton aay wondor wbj Z oan undorooll your looal doalor 
and yot tura out troaoort that "aako good." Cortain ooaditioaa. 
of vhioh Z ohall toll yea. aako thio poooiblo. 

Za tho firot plaoo. trouooro aro ay opooialty. Othor 
tailors want ouit ordoro abOTo all. but Z haro built up ay 
baoiatoo by opooialisiac on trouooro alono. 

Z buy ay fabrioo froa tho aanufaoturoro in larso 
tuaatitioo at wholooalt priooo. Tho oaTinc--tho aonoy that 
roproooato your rotailor'o profit— ooaoo to you. 

Z doa*t nood an uptown "dioaond- front" otero. with aa 
oxort)itaat roatal. Zaotead. Z oaploy tho boot tailoro Z oaa 
fiad. 

fho trouooro Z aako aro built, not ohapod. to fit you. 
We doa*t preoo thoa into ohape with a "coooe," tithtr. All our 
fabrioo aro ohrunk btforo wo out thoa at all. Sown throuchout 
with oilk. tho oeaao will not rip or ciTo. And otylo--why you 
will bo surpriotd to ooo that trouooro oould haro oo auoh 
iadiTiduality. 

Z oould not afford to ooll Juot ono pair of trouooro 
to oaoh aaa at thooe priooo. Zt oooto ae ooaethinc to reach you 
—to got your firot ordor. Tou will order your second pair Juot 
ao naturally as you would call for your farorite cigar. 

Z oa onoloeing throo eaaploe of $6 London woolene. 
Theoe hare Juet ooao in--too late to plaoo in the eoaplo book. 
Aren't they beautioo? 

Ploaoo don't forgot that Z guarantee to please you or 
to return your aoney eheerfully. 1 aek for the $1 with order 
only to protect ayself against triflere. 

May Z look for an early order? 

Toure. for high-grade trousers. 



^ra-^:- 



An inUr$iting (iginntho, invUing proof of qualUy. FaeU ihow vhw 
low pHoe» eon be quoUSt^ folUnoed oy graphie dsseriplion and logici 
oryumtnt. The 9ample» give point to we letter and the pkdn^ fair 

eelling plan tnoKee an effective ending. 



GET ORDERS— NOT INQUIRIES 



48 



and methods of writing them applies with full force also to thia 
chapter. The letter that is a reply to an inquiry can properly 
give more detailed and specialized description than a letter that 
is not a reply to an inquiry, for in writing to one who has inquired 
the correspondent knows that the reader of the letter is interested 
and will give attention to details if they are given clearly and 
attractive^. Generally speaking, a sales letter that is in response 
to an inquiry should not make it necessary for the readers to 
respond again for information before reaching a decision to buy. 
And this leads to one big important point — do your best to 
dose the sale in this first reply. Don*t leave loop holes and 
uncertainties that encourage furUier correspondence. Give your 



WHAT WILL MAKE 
HKPLY CFFCCTIVC ' 



PROMFTNCSS 



COMFLCTCNKSS 



eUCAllNCSS 






OIVC rvkt DITAlUt 

MAMC rwftTHEIt UITTCHS UNMletS««IIV 



OCnNITC PROPOSITION 



QUAflAMTKK OF SATISPACTION 



MAKE OHOCRma CAST 



UNOUCKMCidT POR OUICH AeTlON 



letter an air of finality. Lay down a definite buying proposition 
and then make it easy for your man to accept it 

Guarantees, definite proposals, suggestions to use *'tfaie 
enclosed order blank,'* are important factors of effective dosiag 
paragraphs. DonH put too much stress on the fact that yon 
want to give more information. Many correspondents actually 
encourage the inquirer to write again and ask for more Informix 
tion before ordering. Try to get the order— not a new lot of 
questions. 

Experiments show that the interest of an inquirer wanes 
sapidly after the receipt of the first response. In replying to 



44 THE "DIRECT COMMAND" IMPELS ACTION 

inquiries, the chance of securing a sale with a third letter is much 
less than the chance with the first, for after receiving the first 
letter, if it is unconvincing, the inquirer is likely to come to an 
adverse decision that cannot afterwards be easily changed. In 
this respect, answers to inquirers are much like unsolicited 
letters sent out to non-inquirers and planned to create and build 
up interest. In a number of lines of business the third letter 
sent out in response to an inquiry barely pays for itself. For 

business to withhold some strong argument from the first letter 
in order to save it for the second or the third. Better fire the 
18-inch gun as soon as you have the range. 

If the first answer fails to land the order, the advertiser may 
follow up with an easier plan of pajrment, a smaller lot of the 
goods, or make some other such inducement Not all goods 
admit of offering small lots, but when this can be done, the argu- 
ment may be made that there is no profit in such small 
orders, that the offer is only made to convince the inquirer 
of quality. 

Some very successful correspondents close in the direct- 
command style: "Don't delay; send your order NOW." "Sit 
right down and let us have your order before you forget it." "It 
isn't necessary to write a letter; just write across the face of this 
letter 'I accept this trial offer'» sign your name and send the sheet 
back to us in the enclosed envelope." Such closing sentences 
are strong, because the reader is influenced to act immediately, 
and the loss that usually comes about by reason of people putting 
things off and forget^ng is reduced. The thini example is 
particularly good because it eliminates letter-writing, which is a 
task to many and something that is often put off until the matter 
is forgotten. 

Other correspondents, instead of using the direct command 
style, dose in this way: "We are having a big sale on these porch 
chairs. If you order immediately we can supply you, but we 
cannot promise to do so if you wait." "We know that if you 
place your order you will be more than well pleased with your 
investment." 

If prices are to be increased, on the goods offered, the corres- 
pondent has a first-class opportunity to urge an immediate 
response: "There is just two weeks' time in which you can buy 
this machine at 925. So you can save $5 by acting immediately,** 



"SPECIAL DISCOUNTS'* AS ORDER-CLINCHERS 45 

Experience shows that the increased-price aigument is a good 
closer. 

In the final sentences of the letter should be mentioned the 
premium or the discount that is given when the order is received 
before a certain date. TUese offers are effective closers in many 
cases. In making them it is well to say ^'provided your order ia 
placed in the maUs not later than the lOth," for such a date puts 
everyone on the same footing whether one day or five days 
distant from the advertiser. 

Finally, don't overlook the opportunity to make even the 
signature to your letter contribute something. 

Firm signatures are rather lacking in personality. ''Smith 
& Brown Clock Co." hasn't much "pull" to it. But when tbe 
pen-written name of Mr. A. E. Brown appears under this signa- 
ture the letter has much more of the personal appeal. For this 
reason* many concerns follow the practice of having some one put 
a personal signature under the &m name. It is not desirable, 
of course, to have mail come addressed to individuals connected 
with the firm, but this can be avoided by having return envelopes, 
addressed to the firm, in every letter. In fact, a little slip may 
be enclosed reading: "No matter to whom you address an 
order or letter always address the envelope to the firm. This 
insures prompt attention." 

At least one large clothing concern has found it profitable to 
let its letters go out over such signatures as "Alice Farrar, for 
BROWN & CO." Those to whom Miss Farrar writes art 
informed that the inquiry has been turned over to her for personal 
attention — ^that she attends to all requests from that inquirer's 
section and will do her best to please, and so on. 

When methods of this kind are followed and it becomes 
necessary-— because of the absence of the correspondent ad- 
dressed — ^for some one else to answer a letter, it is well to say, 
"In the absence of Miss Farrar, I am answering your letter." 
Never let an inquirer feel that the one he addresses is too busy to 
attend to Im wants or is not interested enough to reply. When 
the busiest president of a business concern turns over to some 
one else a letter intended for the president's personal reading, the 
correspondent should say, "President Parkins, after reading 
your letter, requests me to say for him," and so on. 

Don't believe thatthese little touches of personality and courtesy 
are lost They createacumulative business asset of enormous value. 



What to Enclose With Sales 

Letters 

PART Vn HOW TO OBT ORDERS BY LBTTER CHAPTER 4 

SALES have been made — and lost — hy ike 
printed matter enclosed with business correspon- 
dence. A mere mass offolders^ cards and bric-Or 
brae is in itself not impressive to the **prospeet,** 
unless each item backs up a statement in the 
letter and has a direct bearing on the sale. 

Enclosures may be classi^ed thv^: FIRS T, cator 
logues, price lists and detailed descriptive matter 
— to inform the prospect of the goods. SEC- 
OND, testimonials and guarantees — to prove the 
claims made for the goods. THIRDy return 
postals^ addressed envelopes and order blanks — to 
make it easy for the prospect to buy the goods 

THE enclosure is to the letter what the supporting army u 
to the line of attack. It stands just b^nd the men at 
the front, ready to strengthen a point here, reinforce the 
line there, overwhelm opposition finally with strength and numbers. 
A clever sales letter may make the proper impression, it may 
have all the elements necessary to close the sale, but it is asking 
too much to expect it to handle the whole situation alone. 

The average prospect wants more than he finds in a letter 
before he will lay down his money. The very fact that a letter 
comes alone may inspire his doubts. But if he finds it backed up 
by accompanying enclosures that take things up where the lett^ 
ItMkves o£P, answer his mental inquiries and pile up proof, the 
proposition is bound to get serious 
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The whole principle of lig^t use of enclosures is a matter of 
foreseeing what your man will want to know about your proposi- 
tion and then giving it to him in clear convincing form and liberal 
measiue. But enclosures must be as carefully planned as the 
letter itself. They are calculated to phiy a definite part» accom- 
plish a definite end and the study of tiieir effect is just as vital as 
the study of step-by-step progress of letter salesmanship. 

Some letter writers seem to think that the only essential in 
enclosures is numbers and they stuff the envelope full of mis- 
cellaneous folders, booklets and bric-a-brac that does little more 
than bewilder the man who gets it Others make the mistake 
of not putting anything in with the letter to help the prospect buy. 
Neither mistake is necessary, if the writer will only analyze 
both his proposition and his prospect, consider what the 
man at the oUier end will want to kiu>w — ^then give him that — 
and more. 

And in order to live up to this cardinal rule of enclosures, 
simply confine your letter to onB article. Seven of the best 
letter writers in the country have made exhaustive tests with 
descriptive folders. They have found that (m$ descriptive cir- 
cular, with one point, and one idea puUs where the multiplicity 
of enclosures simply bewilders and prejudices the reader. 
These men have conclusively proved that overloaded envelopes 
do not bring results. 

In general the enclosure has three pmrposes: first, to give the 
prospect a more complete and detailed description of your 
goods; second, to give him proof in plenty of their value; third, 
to make it easy for him to buy. On this basb let us classify the 
kinds of enclosures, that is, the mediums through which these 
three purposes may be accomplished. 

I^The first, the detailed description»is usually given in catalogue, 
booklet or circular, complete in its explanation and if possible, 
illustrated. Supplementing the catalogue or booklet, samples 
should be used whenever practicable n>r they help more than 
anything else can to visualise the goods in the prospectus eyes. 

Proof is best supplied in two ways, through testimoniab and 
guarantees; and the ways of preparing these for the prospect are 
endless in variety. 

Third, you unll make it easy to order through the use of order 
blanks, return cards, addressed envelopes, myriads of schemes 
that tempt the pen to the dotted line. 
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The exact fonn of each of these elements is not of moment 
here so long aa it is clear to the man who receives it. The point 
to be made is that one enclosure representing each of these ele- 
ments — description, proof, and easy ordering — should accom- 
pany the sales letter to back it up and make its attack effective. 

And now to take these up one by one and see the part each 
phiys. 

When the prospect reads your letter, if it wins his interest, 
his first thought is "Well, this sounds good, but I want to know 
more about it/' And right there the circular comes to his 
assistance — and to yours. And on this circular depends very 
largely whether his interest is going to grow or die a natural 
death. If it is to lead him toward an order it must picture to 
him clearly just what your proposition is and at the same time it 
must contain enough salesmanship to carry on the efforts of the 
letter. 

And it is well to bear down hard on this: don't put material 
into your letter that properly belongs in the circular. Link 
your letter up with the enclosure and lead the reader into it, but 
don't go into lengthy descriptions in your letter. Concentrate 
there on getting your man interested. Do that and you may 
depend on his devouring the enclosures to get the detaib. A 
common mistake in this line is to place a table of prices in the 
body of the letter. It is simply putting the cart before the horse. 
Price in every sale should be mentioned last. It certainly 
should not be mentioned before you have convinced your pros- 
pect that he wants your aiticle. Prices should be quoted at the 
end of the descriptive folder or on a separate slip of paper. 

This descriptive enclosure takes on many forms — a booklet, 
a circular, a folder, a simple sheet of specifications, a price list — 
but in all cases it is for the one purpose of reinforcing the argu- 
ment made in the letter. When a proposition requires a booklet, 
the mistake is often made of making it so large and bulky that 
it cannot be enclosed with the letter. The Ixwklet comes trailing 
along after the letter has been read and forgotten. Sometimes 
the booklet never arrives. Where possible it is much better to 
make the booklet of such a subc that it may be enclosed iu the 
same envelope with the letter. Then you catch the prospect 
when his interest is at the highest point. It is embarrassing and 
ineffective to refer to *'our booklet, mailed to you under separate 
cover." Put the book with the letter. Or, if you must s^ the 
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booklet under separate cover send it first and the letter later, so 
that each will arrive at about the same time. 

And now that you have put in a circular to help the letter, 
put in something to help the circular — ^a sample. Here you have 
description visualized. In more ways than one the sample is by 
all odds the most valuable enclosure you can use. In reality, 
it does more — ^much more than help the circular with its descrip- 
tion, it is concrete proof, in that it demonstrates your faith in the 
article and your readiness to let your prospect judge it on its 
merits. A two by three inch square of cloth, a bit of wood to show 




the finish, any ''chip off the block" itself speaks more eloquently 
than all the paper and ink your money can buy. How irristibk 
comes a varnish maker's appeal when he encloses in his letjters 
a small varnished piece of wood, on the back of which he has 
printed, "This maple panel has been finished with two coats 
of *61' Floor Varnish. Hit it with a hammer. Stamp on it 
You may dent the wood, but you can't crack the varnish. This 
is one point where *61' varnish excels." 

A manufacturer of a new composition for waUs gives a more 
accurate idea of his product than could ever be learned from 
words and pictures, by sending a small finished section of the 
board as it could be put on the wall. 



fiO UNIQUE ENCLOSURES 

A knitting mill approaches perfection in sampling when it 
encloses a bit of cardboard on which are mounted a dozen samples 
of underwear, with prices pasted to each and a tape measure 
attached to aid in ordering. A roofing concern gets the idea 
when it sends little sections of its various roof coatings. And at 
least one carriage maker encloses samples of the noateriab that 
go Into his tops and seat coven. 

Most unique samples are enclosed and because of their 
very novelty create additional interest in a proposition. A real 
estate company selling Florida lands enclosed a little envelope 
of the soil taken from its property. To the farmer this little 
sample has an appeal that no amount of printed matter could 
equal. 

A company manufacturing cement has called attention to 
its product by making small cement souvenirs such as paper 
weights, levels, pen trays and so forth, sending them out in 
the same enclosure with the letter or in a separate 
package. 

One manufacturer of business envelopes encloses with his 
letter his various grades of paper, made up into envelopes, 
each bearing the name of some representative concern that has 
used that particular grade. Then in the lower comer of the 
envelope is stamped the grade, weight, price and necessary 
points that must be mentioned in purchasing. The various 
envelopes are of different sizes. On the back of each envelope 
is a blank form in which the purchaser can designate the 
printed matter wanted, and underneath, in small letters, the 
directions, **Write in this form the printed matter you demand; 
pin your check to the envelope and mail to us.** 

Thus this one enclosure serves a number of purposes. 
First it carries a testimonial of the strongest kind by bearing 
the names of prominent concerns that have used it; then, it is 
an actual sample of the goods; and lastly, it serves die purpose 
of an order blank. 

Even a firm which seUs a service instead of a product can 
effectively make use of the sample principle. One successful 
correspondence school encloses with each answer to an inquiry 
a miniature reproduction of the diploma that it gives its grad- 
uates. While the course itself b what the student buys, unques- 
tionably the inspired desire to possess a diploma like this plays 
its part in inducing him to enroll. 
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-ii New York trust company gets the same effect by sending 
the prospective investor a specimen bond complete to the 
coupons which show exactly how much each is worth on definite 
dates through several succeeding years. Here again the speci- 
men bond is not actually the thing he buys but it is a sample and 
an excellent one in that it puts in concrete form an abstract 
article. 

^'^iPossibly it is inadvisable to include a sample. Then a 
picture of the article accomplishes the purpose. A grocer who 
writes his customers whenever he has some new brand of food 
product, always includes in his letter a post card with a full 
tinted picture of the article. For instance, with a new brand 
of olives, he encloses a picture of the bottied olives, tinted to 
exactiy represent the actu^ bottie and its contents, and under- 
neath he prints the terse statement "Delicious, Tempting, 
Nutricious." If his letter has not persuaded the housewife 
to try a bottie of the olives, the picture on the enclosure will 
instantiy create the desire in her mind and impell a purchase. 

An automobile dealer who knows the value of showing the 
man he writes a detailed picture of the machine, includes an 
actual photograph. Even the reproduction of the photograph 
is insufficient to serve his purpose. The photograph is taken 
with the idea of showing graphically the strongest feature 
of the machine as a selling argument, and illustrating to the 
smallest detail the sales point in his letter. Then, with pen 
and ink, he marks a cross on various mechanical parts of en- 
gine, body or running gear, and refers to them in his letter. 

To carry the photograph enclosure a step farther, one dealer 
of automobile trucks illustrates the idea of efficiency. He en- 
closes with his letter a photograph of his truck fully loaded. In 
another photograph he shows the same truck climbing a heavy 
grade. Then in his letter he says, '"Just see for yourself what 
this truck will do. Estimate the weight of the load and then 
figure how many horses it needs to handle an equal load on a 
similar grade.'* 

In the sale of furniture, especially, is the actual photograph 
enclosed with the letter a convincing argument. Fine carriageSt 
hearses, and other high grade vehicles are forcibly illustrated 
by photographs, and no other enclosure or no written descrip- 
tion is equally effective. 
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^iAfter description and visualising — ^through the medium of 
circular and sample — comes proof, and this you may demonstrate 
through any means that affords convincing evidence of worth. 
The two best are testimoniab and guarantees, but the effective- 
ness of either depends largely on the form in which you present 
them. Testimonials are often dry and iminterestii^ in them- 
selves, yet rightly played up to emphasize specific points of 
merit they are powerful in value. The impression of their 
genuineness is increased a hundredfold if they are reproduced 
exactly as they are received. 

An eastern manufacturer has helped the prestige of his cedar 
chests tremendously with the testimonials he has received from 
buyers. 

Letters from the wives of Presidents, from prominent bankers 
and men in the public eye he has reproduced in miniature, and 
two or three of tiiese are enclosed with every sales letter. 

An office appliance firm with a wealth of good testimonials 
to draw on sends each prospect letters of endorsement from others 
in his particular line of business. A correspondence school 
strengthens its appeal by having a number of booklets of testi- 
monials each containing letters from students in a certain section 
of the country. The inquirer thus gets a hundred or more letters 
from students near his own home, some of whom he may even 
know personally. 

A variation of the testimonial enclosure is the list of satisfied 
users. Such a list always carries weight, especially if the firms 
or individuals named are prominent. A trunk manufacturer, 
who issues a "trunk insurance certificate" to each customer 
reproduces a score or more of these made out to well known men 
and submits them as proof of his product's popularity. 

Another effective form of enclosure is a list of buyers since a 
recent date. One large electrical apparatus concern follows up 
its customers every thirty days, each time enclosing a list of 
important sales made since the previous report. 

Another plan is that of a firm manufacturing printing 
presses. In making up its lists of sales it prints in one column 
the number of "Wellington" presses the purchaser already had 
in use and the number of new ones he has ordered. The names of I 

the great printing houses are so well known to the trade that it is 
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tremendously effective to read that Blank, previously operating 
ten Wellingtons, has just ordered three more. 

Second only to the testimony of the man who buys is the 
guarantee of the seller. Mail order houses are coming more and 
more to see the value of the ''money back" privilege. It is the 
one big factor that has put mail sales on a par with the dieal 
across the counter. Time was when sellers by mail merely 
hinted at a guarantee somewhere in their letter or circular and 
trusted that the prospect would overlook it. But it is often the 
winner of orders now and concerns are emphasizing this faith in 
their own goods by issuing a guarantee in certificate form and 
using it as an enclosure. 

A roofing concern forces its guarantee on the prospect's 
attention by giving it a legal aspect, printing in facsimile signa- 
tures of the president and other officials, — and stamping the 
company's name. Across the face of this guarantee is stamped 
in red ink, the word ''Specimen." Along the lower margin is 
printed, "This is the kind of a real guarantee we give you with 
each purchase of one of our stoves." A mail order clothing firm 
sends a duplicate tag on which their guarantee is printed. 
Across the tag of this sample guarantee is printed in red, "This 
guarantee comes tagged to your garment" 

The prospect who finds proof like this backing up a letter, is 
forced to feel the worth-whUeness of your goods or your propo- 
sition, and he draws forth his money with no sense of fear that 
he is chancing loss. 

What and how many enclosures you will put into your letter 
is entirely up to you. But before you allow a letter to go out, dig 
under the surface of each circular and make it prove to you that 
it strengthens your case. 

Apply this test. Is the letter supported with amplified 
description, proof, materials for ordering? If it is, it is ready 
for the attack. You may find it best to put your description, 
your testimonials, your guarantee and your price list all in one 
circular. It is not a mistake to do so. But whether they are all 
in one enclosure or in separate pieces, they should be there. 
And in addition, put in your return card order blank or envelope 
or whatever will serve best to bring the order. When your letter 
with its aids is complete, consistent, equipped to get the order, 
then, and only then, let it go into the mails. 



Bringing In New Business By 

Postal Card 

PART VII HOW TO GET ORDERS BY LETTER CHAPTER 5 

METHODS of soliciting trade by mail are not 
confined to the letter or printed circular. The postal 
regvlations are suJficienUy broad to allow for a 
generous leeway in the size and shave oj comr- 
munications that may be sent by mxiu^ and as a 
result^ a new field of salesmanship has been 
opened by the postal card. Folders^ retum-vos- 
'tals and mailing cards have become part of the 
regular ammunition of the modem salesToany who 
has adopted them to his varied reauirements in 
ways that bring his goods before trie ^^prospecf* 
with an emphasis that the letter often lacks — and 

sometimes at half the cost 

THE result-getting business man is always asking the reason 
why. He demands that a method, especially a selling 
plan, be basically right; that it have a principle behind it 
and that it stand the microscope of analysis and the test of trial. 
There are three reasons why the postal card is a business 
getter. 

Did you ever pause while writing a letter, sit back in your 
chair, and deplore the poverty of mere words? Did you ever 
wish you dared to put in a little picture just at that point to Mhow 
your man what you were trying to say ? Of course you have if 
you have ever written a letter. That is reason one. 

Did you ever watch a busy man going through his morning's 
mail ? Long letters he may read, short letters he is sure to glaroe 
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through, but a post card he is certain to read. It is easy to read, 
it is to a degree informal and it is brother to a call on the 'phone. 
That is reason two. 

And the third reason is that no matter what the principles 
behind it, by actual test it brings the business. 

While primarily the postal mailing card is intended to aid the 
letter in many ways it does what the letter can never do. It can 
carry a design or an illustration without the least suggestion of 
effrontery, which a letter can not do without losing dignity. It 
can venture into clever schemes to cinch the interest. It is the 
acme of simpUcity as means to win an inquiry. And withal it 
does its work at less than the letters cost 

In general postal mailing cards may be classed as of three 
types: 

1. The double or retuiin post cahd. This consists sim- 
ply of two ordinary post cards attached for convenience in mail- 
ing, sometimes closed at the loose edges by stickers but usually 
left open. The one carries the inquiry-seeking message; the 
other is for the reply. It is already siddressed for returning and 
contains on the opposite side a standardized reply form to be 
signed. 

2. The two or three or four folder mailing card. This 
gives greater space and opportunity for cleverness of appeal 
through design. The third or fourth fold may or may not be 
prepared for use as a reply card. Instead of providing for the 
reply in this way, some of these folders hold a separate card 
by means of comer slots. In any case they fold to the size of 
the ordinary postal and are held by a stamp or sticker. 

3. Illustrated * PERSONAL letters. These are in effect 
simply letters printed on heavier stock which fold into post card 
size. Their advantage lies in the opportunity for illustration 
and an outside design or cateh phase to win attention. In some 
cases they are even filled in exactly in the manner of a form 
letter. 

Which of these forms is best suited to your uses is a matter 
which the nature of your proposition and your method of selling 
must determine. Whether you want to tell a long story or a 
short one, whether you want it to serve merely as a reminder or 
as your principal means of attack, these and other points must 
guide you. So to help you determine this, it is best to consider 
the post card here on the basis of its uses. There are four: 



56 THE FOUR PURPOSES OF A POSTAL CABD 

1. To get inquiries. 

£. To ieU goods; to complete the transaction and get the 
order just as a letter would. 

S. To co-operate with the dealer in bringing trade to his 
store. 

4. To co-operate with the salesman in his work on dealer or 
consumer. 

Inquiries may be inspired in two ways — either by using a very 
brief double card or folder which tells just enough to prompt a 
desire for more information or by a post card "letter" series 
which works largely on the lines of letters enclosed in envelopes. 
In the first instance the card or folder resorts to direct pertinent 
queries or suggestions of help that impel the reader to seek more 
details. 

i•^^ An addressing machine manufacturer, for instance, sends his 
''prospects" a double folder with a return post card attached. 
T\ua message is little more than suggestive. 



"Do you know that there is one girl in your address ins 
room who ean do the W9rk of ten if you will let her? All she 
needs is a Recal to help her. Giro her that and you oan out 
nine names from your pay roll today. Does that sound like sood 
'business? Then let us te]^ you all ahout it. Just mail the 
oard attached. It puts you under not the slightest obligation. 
It simply enables us to show you how to save some of your good 
dollars. " 



Such a card is virtually an inquiry-seeking advertisement 
done into post card form to insure reaching the individual. 
And for this reason it may be well to carry a design or illustration 
just as an advertisement would. A life insurance company has 
made good use of a post card folder, building it up around its 
selling point of low cost. The outside bears a picture of a cigar 
and the striking attention getter "At the cost of Your Daily 

Smoke " the sentence is continued on the inside " — ^you can 

provide comfort for your family after you are gone, through a 
poHcy." Then follows enough sales talk to interest the prospect 
to the point of urging him to tear off and send the return card for 
full information. 

^il^i'Many propositions can be exploited in this way. In other 
instances a much more complete statement must be made to 
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elicit a reply. Here the illustrated personal letter comes into 
use. And it is significant that in a number of specific cases these 
letters in post card form have been far more productive of in- 
quiries than ordinary letters on the same proposition. Their 
unique form, the accompanying illustrations, by their very con- 
trast in method of approach, prompt a reading that the letter 
does not get. 

Postal mailing cards may be used in two ways — either 
as a campaign in themselves or as steps in a letter follow-up. 
They are especially good when yoiur selling plan permits of 
goods being sent on approval or a free trial basis. Then you 
can say, "Simply drop Uie attached order card in the mail box and 
the goods will come to you by first express.** 

A publishing house has sold thousands of low priced books 
on this basis, using merely a double post card. One section 
carries to the prospect an appealing description of the book and 
emphasises the liberality of the offer. The return card bears a 
picture of the book itself and a clearly worded order, running 
something like this, 'T will look at this book if you will send it 
charges prepaid. If I like it I am to remit $1.00 within five days. 
If not I am to return it at your expense.*' There can be no 
misunderstanding here. The simplicity of the card scheme 
itself appeals to prospects and brings back a big percentage 
of orders. 

A variation of the use of the postal as a direct sales medium is 
the employment of it to secure bank savings accounts. 

A banking house in Chicago sent out folders to a large mailing 
lists of property holders and renters in all parts of the city. As 
a special inducement to establishing savings accounts, this house 
offered each person, who returned an attached card, a small 
metal savings bank free, which could be kept in the home for the 
reception of dimes and nickels until filled — this small bank to be 
returned at intervals to the bank for the establishment of a per- 
manent savings account. On the return card enclosed was a 
promise to send to the inquirer's home one of those small banks 
absolutely without cost to the receiver. Here the simplicity of 
the scheme and method of proposing it again brought large 
returns. 
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One manufacturer of dental cream sends out free samples 
upon request The tube is wrapped in pasteboard, which 
proves to be a post card ready for signature and stamp-— inviting 
the recipient to suggest the names of friends to whom samples 
will be sent. Some concerns offer to send a free sample if 
names are sent in but this firm has achieved better results bjr 
sending the sample to all who ask and then diplomatically 
inviting them to reciprocate by furnishing the names of their 
friends. 

Several large hotels have found valuable advertising in post 
cards that are distributed by their guests. These cards are left 
on the writing tables with an invitation to "maU one to some 
friend.'* 

A St Louis restaurant keeps a stack of post cards on the 
cashier's desk. They are printed in three colors and give 
views of the restaurant, emphasizing its cleanliness and excel- 
lent service. Every month hundreds of these are mailed out 
by pleased customers and as a result the restaurant has built 
up a very large patronage of visitors — ^people from out of the city 
who are only too glad to go to some place that has been recom- 
mended to them. 

A most unusual use of post cards appeared in a St. Louis 
street car. A prominent bondseller had arranged an attractive 
street car placard, discussing briefly the subject of bonds for 
investment purposes. In one comer of this placard was a 
wire-stitched pad of post cards, one of which passengers were 
invited to puU off. The card was mailable to the bondseller, 
and requested a copy of his textbook for investors. The pros- 
pect who sent the card, was of course put upon the follow-up 
list and solicited for business. Here, again, the uniqueness 
appeals to the public. 

As a co-operator with a letter follow-up, the card or folder 
is effective, because it introduces variety into the series, sometimes 
furnishing just the touch or twist that wins the order. 

In the follow-up series the double folder becomes especially 
adaptable, because of its simplicity. It usually refers to previous 
oorrespondenoe. For example, one suggests: ''You evidently 
mislaid our recent letter, since its message is of such vital interest 
to your business." The remainder of the message is given up 
to driving home a few of the fundamental points brought out in 
the series previous. Simple directions for filling out the attached 
return can! are added. 
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One double post card, used as a co-operator with follow-up, 
calls attention to a sample previously mailed, asking a careful 
comparison of the grade of material and closes with a special 
inducement to replies in the form of a discount for five days. 

Return cards, employing the absolute guarantee to insure con- 
fidence of fair dealing give clinching power. Here is a sample: 



Oentlesen: --Please send se a _ case for trial. 
Zt la olearly understood in elgnlns this order that the ship- 
••nt eomes to ae all charges prepaid and with your guarantee 
that you will promptly eaneel the order, in ease I aa in any 
vay dissatisfied. 



A space is left at the bottom of the card for the person ordering 
to sign name and address. 

Again the post card serves a similar purpose as a co-operator 
with the salesman. Often between calls the house makes a 
special inducement to sales. 

Here, either double post cards or folders give the advantage 
of simplicity; the return card offering a powerful incentive to 
immediate action on the part of the customer. The return card 
indicates to the house that the customer is interested and a sales- 
man is called back to handle the order. 

One manufacturer, through use of the folder and card, wins 
a clever advantage for its salesmen. An attractive folder gives 
a fairly complete description of the firm's product, with numerous 
illustrations. Enclosed with the folder is a return card bearing 

the form reply, "Dear Sirs: I am interested in . 

Please mail me a picture catalogue of ." And a space is 

left with directions for filling in name and address of the person 
replying. 

These cards when received are carefully filed and from them 
the salesmen gauge their calls on the prospects. Here the 
advantage to tiie salesman is obvious, since his personal call 
assumes the nature of a favor to the prospect. 

From time to time, mailing folders or double post cards, are 
mailed between calls of the salesman, and serve to keep the 
proposition warm in the mind of the prospect 

Usually the postal or folder is a valuable aid in sending trade 
to the dealer. One manufacturer to stimulate business by 
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creatiiig orden for his retafler, tent out an elaborate series of 
mailing cards for the retailer's customers. Enclosed with the 
folder were leaflets giving special features in the stock» which 
added value to the sales letter. Handsomely engraved cards 
guaranteeing the material were also enclosed as a suggestion 
that the customer call on the retailer and the retailer's private 
business card was inserted. 

A western coffee dealer used mailing folders on lists of con- 
sumers supplied him by retailers. Attractive designs on the 
outside of the folder create interest and put the consumer's 
mind in a receptive condition for considering the sales 
arguments embodied in the personal letter feature of the 
folder. 

A manufacturer of a contrivance for applying special paints 
builds an approach for the dealer's salesman with postal folders. 
The design on the outside of the folder indicates the simplicity 
with which the appliance may be operated. The sales letter 
inside gives minute directions for using the machine and calls 
attention to particular features by reference to the demonstration 
on the outside. As an entering wedge to orders, the letter offers 
a free trial and suggests that a salesman make a practical demon- 
stration. 

The manufacturer has his dealer sign every letter and the 
return card enclosed gives only the address of the dealer* 

A varnish concern sent to a large mailing list a series of illus- 
trated letters describing the use and advantage of their product. 
They appealed to the consumer and created demand for their 
local Scaler. Each letter contained both a return post card» 
addressed to the local dealer and a small pamphlet showing 
various grades of the varnish. The results on this follow-up 
system returned twenty-five per cent more replies than the same 
number of envelope letters. * 

One of the most successful campaigns ever conducted to 
introduce a new cigarette depended entirely upon postal letters. 
A series of five or six of these — ^well nigh masterpieces of sales 
talk — created the desire to try the product. Enclosed with each 
folder was a card bearing a picture of the distinctive box in which 
the cigarettes were sold, so &iat the prospect could recognize it in 
the dealer's store. 

In another instance a book publisher created demand lor a 
new novel by mailing a series of single post cards bearing illus- 
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tratioiis from the book. Li this case the element of mystery was 
employed and the real purpose of the cards was not divulged until 
five or six had been sent and the book was ready to go on sale. 

Whatever variety of card, folder or letter you choose to use, 
these features you must carefully observe — ^the style of writing 
and the design and mechanical make up. 

The effectiveness of the mailing folder must depend upon 
the combination — ^ideas of attractiveness, simplicity and careful 
use of the personal letter feature. It must command attention 
by a forceful, intelligent approach. It must stand out sharply 
against the monotonous sameness of the business letter. 

The folder's appearance should be in accord with the class 
or type of man it goes to meet. Its approach should contain 
sincerity, purpose, and originality. Originality in shape hardly 
serves tibe purpose, because of the ridicule unusual shapes may 
give the proposition. The originality should be in the illustra- 
tions or catdi phrases. 

This illustrative feature is all important because it virtually 
plays the part of the initial paragraph of the letter — ^it makes the 
point of contact and gets the attention. It corresponds to the 
illustrated headline of the advertisement. No rules can be laid 
down for it; it is a matter for individual treatment. 

Colors that create a proper condition of mind through 
psychological effect must be taken into consideration in the 
attention-getting feature of the folder. There are certain color 
schemes which are known to create a particularly appropriate 
condition of mind. For instance, where quick action is wanted, a 
flaring color is effective. Where pure sales arguments count 
most in stating a proposition, blacks and whites have been found 
the most adequate. Soothing colors, such as soft browns and 
blues, have been found to appeal to the senses and serve to insure 
additional interest through a pleasant frame of mind. 

The right impression once gained, the style of the reading 
matter must make the most of it. Many have hesitated to use 
the postal or folder because they fear for a certain loss, through 
lack of dignity, where the proposition demands an especially high 
class approach. But to some folders, especially of the letter 
variety now in use, no such criticism could possibly be offered. 
Really fine samples of these letters, bear outside, illustrations 
from photographs or the work of the ^best *" artists. Their 
appearance outside and inside is given every possible atten- 
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tion to create the impression of distinct value. An appeal 
to the senses* as in the use of pleasing colors, is a feature 
of their make-up. 

The personal letter inside is perfect in details of typography; 
it is carefully filled in with prospect's or customer's name; care 
is taken to see that the filling-in process matches the body of the 
letter; and a personal signature appended to give a more 
intimate appeal. 

The cost of these folders, because of the high grade of repro- 
duction and the art work, runs considerably above the usual 
business-getting letter of one-cent mailing. The lowest class 
of these folders cost approximately the same as the usual letter 
under two-cent mailing. Any addition of special art work 
increases their cost proportionately, but the expense is frequently 
justified. 

These illustrated letters depend upon their power of sugges- 
tion, through graphic illustration and design, and upon the 
personal idea of the letter used for getting business. Few 
enclosures, other than the return card, or reminder card, for 
filing purposes, are used. 

One physician especially anxious of promoting a new remedy 
sent out mailing folders describing his remedy and offered an 
absolute guarantee of results before pa3rment. The return card 
enclosed with this folder was engraved with the name and 
address of the physician above and underneath his absolute 
guarantee. Because the campaign was so unusual, it produced 
unexpectedly large returns. 

Here, as in the usual business-getting letter, careful attention 
is given to details. The importance of attracting attention in the 
first paragraph by careful expression, followed by the creating of 
desire in the mind of the customer or prospect and the adding of 
conviction — and finally, the use of reason that compels action 
cannot be emphasized too strongly. 

A more appealing letter could scarely be written than the 
following, used in the cigarette campaign, previously mentioned. 
The outside of the folder carried an appropriate drawing 
by one of the best American artists and the whole folder 
gave an impression of the highest quality. Note the easy style. 
It is designed to catch the reader as he first opens the folder and 
carry him along fascinated to the end: 



BBI 



A SPECI^fEN BUSINESS-GETTING POSTAL 



Atientiofirtiei' 
ier, natural and 
tjTective, 

Bxplanaticn 
clear and a de- 
sire ie created 
thraughpromise. 



Oivlno convic- 
tion oy deiaiU 



Suggesting im- 
meaitUe action. 



Strength in 
cUncher liee in 
ai^olute guaranr 
Ue. 



Star Sir: 

Turn bAok la your alnd for e&e Blntttt to 
the boot Turklob oisarotto you OTor uiokod. 

If you remeB^er. it was not so much thftt 
the olgarette wae fragrant, or that it had a par- 
tloular flavor, or aroma, or mildneee. that 
oaueed it to pleaee you- -It was the oomhlnatlon 
of all these qualities that sade It so delloious. 

This means that the per foot ion of that 
cigarette was in the hlend, the oombinatlon of 
rare tohaooo. eaoh glTing forth some one quality. 

Ve haTe worked out a hlend that produoes a 
Tohaooo Cigarette whioh satisfies ojy^ ideal 
at least. 

We oall the eigarette made of this brand 
PXRBSO. We make no seoret of the kind of tobaooo 
used — the exact proportion and how to treat the 
rare lesTes is our seoret. 



To get a perfect aroma, we must take. 



Tobaooo: young sprigs of yellow so soft that the 
Turks call it "Golden Leaf. " 



We use. 



lesTes for their flavor and 



it has marrelous fragrance as well as delicate 
mildness. 

To get each of these tidbits of Tobacco 
into perfect condition, so that their qualitiee 
will be at their prime when blended, is our 
profession. The FSRXSO cigarette is the reeult. 

Touch a match to a FIRXSO cigarette after 
luncheon today. Tou will be delighted with ite 
exquisite aroma, ite fleeting fragrance and 
delicate mildness. 

If it is not better than the best cigar- 
ette you have ever smoked, allow us the priTilege 
of repaying the fifteen cents the package eoet 
you. The original box with the remaining oigar- 
ettes, when handed to your dealer, will bring 
the refund. 



todayT 



Will you join tts la a PIBISO cigarette 
fair truly yours. 
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Enclosed in this folder next to the letter was a card 
a picture of the cigarettes in their box. At the bottom of the 
folder, underneath the letter, was the phrase: "All good dealers — 
fifteen cents a package." 

With the mailing card, as with the letter, guarantees, free 
trial offers and the like, help to strengthen the close of the 
proposition, win the confidence and bring back the answer. 

For example, a large watch company, wishing to appeal to a 
class of customers who had previously been listed and whose 
financial standing made its proposition secure, sent out folders 
signed by department heads asking the privilege of mailing a 
watch for examination on trial. The letter which carefully 
described the advantages of the watch over other watches, sold 
at similar prices, offered this trial without any cost to the prospect, 
only asking that if the watch suited his needs, a draft be mailed 
to the company. The return card in this case contained an 
agreement by the firm to hold the prospect in no way obligated 
to the company, except through purchase. Before returning the 
card to the company, the prospect was required to sign it, agree- 
ing that after a trial, either the watch or the money should be 
sent in. 

Before you enter upon the use of mailings cards, be sure you 
understand the postal regulations regarding them. They are 
not complicated, but more than one concern has prepared elab- 
orate folders only to be refused admittance to the mails because 
they did not follow specifications as to size and weight. 

Postal laws require that all cards marked "Post Cards*' must 
be uniform in design and must be not less than three and three- 
fourths inches by four inches and not more than three and 
nine-sixteenths inches by five and nine-sixteenths inches in size. 
This necessitates that all return cards, whether enclosed or at- 
tached, be within authorized sizes to allow a first class postal 
rating. 



Making It Easy For the 
"Prospect" to Answer 

PART VII: HOW TO GET ORDERS BY LETTER CHAPTER. 6 

THE mere physical effort of hunting up pen and 
paper by which to send in an order for some- 
thing HE REALLY WANTS, deters many a ''pros- 
pect* * from becoming a customer. 

The wun who sells goods by mail Tnust overcome 
this natural inertia by reducing the act of send- 
ing in an order or inquiry to its very simplest 
terms — by making it so easy for him to reply that he 
a€ts while the desire for the goods is still upon him. 

Here are Eighteen Schemes for making it easy 
for the prospect to reply — and to reply NOW 

THERE are few propositions so good that they will sell 
themselves. A man may walk into a store with the 
deliberate intention of bu3dng ashirt, and if the clerk who 
waits on him is not a good salesman the customer may just as 
deliberately walk out of the store and go to the place across the 
street. Lack of attention, over-anxiety to make a quick sale, 
want of tact on the part of the salesman — ^any one of a dozen 
things may switch off the prospective customer although he 
wants what you have for sale. 

Even more likely is this to happen when you are trying to 
sell him by mail. He probably cares little or nothing about your 
offer; it is necessary to interest him in the limits of a page or two 
and convince him that he should have the article described. 

And even after his interest has been aroused and he is in a 
mood to reply, qither with an order or a request for further 

information, he will be lost unless it is made easy for him to 



M IBiMEDUTE ACTION ESSENTIAL 

antwer; unlcM it it almost aa easy to answer as it is not to 
answar* A man's interest cools off rapidly; you must get his 
icquMt for further information or his order before he picks up 
tha next piece of mail. 

It is a daily experience to receive a letter or a circular that 
inte r e s ts you a litde — ^just enough to make you put the letter 
aside for attention "until you have more time." Instead of 
being taken up later, it is engulfed in the current of routine and 
quic^y forgotten. Had the offer riveted your attention strongly 
enou^; had the inducements to act now been forceful; had tiie 
means for answering been easy — ^you would probably have 
replied at once. 

Make it so easy to answer that the prospect has no good 
reason for delaying. Make him feel that it is to his interest in 
every way to act AT ONCE. Do the hard work at your end of 
the line ; exert yourself to overcome his natural inertia and have 
the order blank, or the coupon or the post card already for his 
signature. Don't rely upon his enthusing himself over the propo- 
sition and then hunt up paper, pencil and envelope — ^lay every- 
thing before him and follow the argument and the persuasion 
with a clincher that gets the order. 

In making it easy to answer, there are three important 
elements to be observed. You must create the right mental 
attitude, following argument and reason with a "do it now" 
appeal that the reader will find it hard to get away from. Then 
the cost must be kept in the background, centering attention on 
the goods, the guarantee and the free trial offer rather than 
upon the price. And finally, it is desirable to simplify the actual 
process — the ph3^ical effort of replying. 

The whole effort is wasted if there is lacking that final appeal 
that convinces a man he must act immediately. Your opening 
may attract lus attention. Your arguments may convince him 
that he ought to have your goods. Reason may be backed by 
persuasion that actually creates in him a desire for them, but 
unless there is a "do it this very minute" hook, and an "easy to 
accept" offer, the effort of interesting the prospect is wasted. 

SCHEME 1— A SPECIAL PRICE FOR A LIMITED PERIOD 

The most familiar form of inducement is a special price for a 
limited period, but this must be handled skillfully or it doses tha 



THE VAIUED I SES OF POHTAI, CARDS 



Every biuinett tnancan lue post cards; three different wk» are ahoicn above. 
Tkeliret, containing a map, gives emphaeii to the faooraMe location of a 
hotel; the second i> a colored adcerllsing card containing at the side the 
name aiid address of the local dealer; the third is a novel return post 
card on which a business viun may readily indicate the most a 
time for the salesman to call 



MAILIN(; JXJLDKRS AHE AlTENI'lOX-GETTERS 



Ctdored cards and maUin^ folder) are now a factor inbutinet). At the 
lop are shown part of a series mailed in a ealea campaign for a nem 
brand of tobacco. The cards are folded twice and a one cent atamp is 
toed as a seal to hold the fold together. Thru Itnoer -viewe are colored 
eardi itlualraiing products that are widely adoertised; the fourth card is 
one of a series sent out by a bank to advertise its savings department 



, PRIN11Ea> BLANKS SIMHJFY ORDERING W 

gate agaliut ku effective follow-up. The time may be exteadad 
once, but eren that weakens the propoaition unleu vetj clercrijr 
wonled; and to make a further cut in price prompts the pioqiect 
to wut for a still further reduction. 



mat Tun that wi e*iiT nu. aicauac tmi , 

OK ILUOiau. IT ■■ 4lT TO ■■ OH T«< Mtrt •> 

oioyout'" 



lif^^gl ORDER SHEI 






sm'5"^""""^-"""'-y- 



T^ordtr Ouet 



t ordtr «Awi timpUfiet ordering and auurt* aeemacg. On At r»- 
> tide are printed tevend special oS^n, to wAicA nj/ifrvnoe flwy 
t^ bi made. The theel it made la fold tip like an envetopt OM 
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TIME IJMIT HURRIES UP ORDERS 



On some propositions the time limit can be worked over and 
OTer again on different occasions like special store sales. A large 
publishing house selling an encyclopedia never varies the price 
but it gets out special "Christmas'* offers, ''Withdrawal*' sale 
offers, "Special Summer" offers — ^anything for a reason to send 
out some new advertising matter making a different appeal. 
And each proposition is good only up to a certain time. The 



FILL OUT AND MAIL THIS COUPON 
TO CHICAQO 8UFFLV CO. 



<l ADA INTKflKSTED IN. 



•CND MK rniE or cost- 
mammoth. ILLUSTRATED CATALOO}. 
•OOK or HOUSE I I •TRUOTURAL 



D 



.-D 



•TCCL NEWS. 



D 



HEATINQAND I I LINOLEUM 

FLUMB1NaQUI0C_j__) BOOKLET. 



•OOK ON ROOriNO 
•I DING. ETC 



D 



OASOLINE 
ENGINES. 



CLOTHING rOR 
MEN AND ROVS. 

•■WINS 
MAOMINE ROOK. 



LADIES' WEARfNO 



VEHICLES^ 



tPQT CROSS IN.SOUARC OPRORITE ROOKS VOUWISN) 



TOWN 



«TATB. 



R. r. D.. 



.•ox NO. 



.ST. NO. 



Thi$ coupon, wed in advertisements and in printed matter^ make it ex- 
tremely easy to send for information on special subjects 

letters must be mailed and postmarked before midnight of the 
last day, and this time limit pulls the prospect over the dead 
center of indecision and gets his order. The last day usually 
finds more orders rolling in than in any previous week. 

SCHEMB «— THE LAST CHANCE TO BUY 



If it is desired to come right back at a prospect, some such 
paragraph as this is written: 



CONFIDENCE NECESSARY FOR SUCCESS 
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"Only 46 stts Itft! Th« auooess of our special offer 
surpasstd all expectations. It will lie necessary to issue an- 
otliar edition at once. Tlie style of 'binding will "be changed but 
otherwise the two editions will he the saae. As we do not carry 
two styles on hand, we are willing to let you hare one of the 46 
reaaining sets at the SAID TIRICS although our special offer 
expired Saturday night." 



And this appeal may pull even better than the first one — 
provided the proposition is "on the square." It is hard to put 
sincerity into a letter that is not based on an absolute truth. If 



CRCATINQ OCSmC 



TtMC UMiT 



LIMITCD NO. 
or ARTICLCe 



CUT PRICK 



SPCCIAL TERMS 



I 



*ACMIWC 



MAKING IT EASY 
TO ANSWER 



CVADINO 
THC COST 



fRKC TRIAL 
OPrCR 



aUARANTCK 




OirCRRKO 
PAYMENTS 




MONEY OROKR 
APfLlCATlONS 


1 




1 


"SEND SILL" 




COIN CARDS 


1 




t 


NOT 
AN CXPKNSK— 

AN INVESTMENT 




AODRK8SKD 
ENVELOPE 



"Only 46 sets left" is merely a salesman's bluff (when in fact 
there Bie hundreds of sets on hand» the letter will have a hollow 
ring. Sincerity is the hardest thing in the world to imitate in a 
letter and absolute confidence is the key-stone to all mail 
order selling. 

There are plenty of plausible reasons for making a time limit 
or a special offer. A large publishing house, selling both maga- 
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liMi Aod bookB by mail oocasionally turns the trick by a hummn 
intnctt appeal: 



I told th« business aanAgar that I b«li«T«d I oould 
brine our Aucutt ■«!•• up to •qual thos« of tho ethor months. 

Ho lattghod at mo. Always boforo thoy haro fallon off 
about twonty par cont. 

But I am going to do lt--if you'll help m«. 



Then the sales manager went on with a special offer; it was a 
legitimate offer which made a real inducement to the prospect 
and carried the day. 

SCHBMB 9— LOW PRICES DURING DULL SEASONS 

In making a special price the prospect must be given some 
plausible reason and sincere explanation for the reduction. A 
special arrangement with the manufacturer, cleaning out of 
stock, an introductory offer — some valid reason; and then relate 
this reason in a frank, business-like way, making the story 
interesting and showing where it is to the advantage of both the 
prospect and yourself. 



"Just to koop my mon busy during ths dull season I will 
make an extra pair of trousers at the same prioe ordinarily 
oharged for a suit, on orders placed during July and August. " 



This offer sent out by a merchant tailor brought results, for 
he had a good reason for doing an extra service — ^he wanted to 
keep his help busied during the quiet months and the customer 
took advantage of the inducement. 

SCHEME 4— CUT PRICES IN EXCHANGE FOR NAMES 

"If you will send us the names of your friends who might be 
interested" or "if you will show it to your friends" are familiar 
devices for they present a plausible excuse for cutting a price and 
serve the double purpose of giving the manufacturer or merchaat 
new names for his mailing list. "A free sample if you send us 
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your dealer's name" is reasonably certain to call for an immediate 
reply from most women, for they are always interested in 
samples. 

Making a special introductory offer on some new device or 
appliance is certainly a legitimate reason for cutting the price. 
It is an inducement, moreover, that possesses a peculiar strength* 
for a man likes to be the first one in his vicinity or in his line of 
business to adopt some improved method or system. 

SCHBME »— THE SPECIAL "INTRODUCTORY PRICE" 

There can be no excuse for the carelessness that makes a 
"special introductory price," and later in the same letter or in a 
foUow-up calls attention to the *'many satisfied users in your 
section." Be sure your reason is real-— then it rings true and 
incites prompt action like this offer: 



The Wright Copy Holder telle the world oyer for 
$3.00. We are certain, howerer. that onoe you see the holder 
actually Inoreaaing the output of your own typiet you will 
want to equip your entire office with them. 80, for a limited 
time only, we are going to make you an introductory price of 
$8,25. Send to-day for one of theae holders and give it a thor- 
ough trial. Then any time within thirty daya, after you have 
watched the holder in actual use and seen it pay for itself, in 
actual increased output, order as many more as you want and we 
will supply them to you at the same introductory price of $2.85 
each. After that time we must ask the regular price. 



This is convincing. The prospect feels that if the holder were, 
not all right it would not be sold on such terms, for the manu- 
facturers expect that the one holder will give such satisfaction 
that it will lead to the sale of many more. 



"Snclose $2.25 now in any oonTcnient form and let the 
holder demonstrate for itself what it can sare you every day. 
Bon't wait until tomorrow--hut send your order today — right 
new. • 
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PRE-PUBLIC ANNOUNCEMENT" EFFECTIVE 



This 18 the closing paragraph and if you are at all interested 
in copy holders it is likely you wiU place an order "NOW." 
And i you don't and if the order is not placed within ten days, 
the offer may be extended for two weeks and after that a " ten- 
day only" offer may pull forth an order. 

SCHEME «~-SPECIAL TERMS TO PREFERRED CUSTOMERS 

A brokerage firm has found that a "Pre-pubhc announce- 
ment special offer to preferred clients only" in placing stocks 
and bonds is a good puller. The recipient is flattered by being 



OATC. 



WILSON SArCTV RAXQII CO. 

DCAM Sins:— Pt.CA«C SCNO ONt •TANOANO WILSON SArCTV RAZOR ( PRICC SSOOl 
VCRV TRULIf VOURS. 



tVOUR> NAMC 



STRtCT AND NO 



«*TY. 



STATC. 



tV THC RAZOR IS TO SC SCNT THROlfOH VOUR OCALCR riLL OUT SCLOW 

(OIALCR'Sl RAMS 



AOORtSft. 



CITY 



STATt. 



IF VOU RRCrtR TNAT WC SCND RAZOR OlRICT TO YOU. RLCASB INCLOSC RCMITTANOC IN 
CITNCR or TNC rOLLOWINO rORMS: OASH (RCaiSTCRCO MAIL). MOMCV OROCR. N Y. SANK ORAfT. 
CMCOR. 

TNC WfLSON SAfCTY RAZOR CO. OR TNC OCALCR WNO CXCCUTCS THIS OROCR IN ACCC^T. 
INS THC S3.00 rOR THC SAFCTY RAZOR AORSCS WITH THC MiRCHASCR THAT IT IS SOLO ON 30 
OATS TRIAL WITHOUT ANY OSLIOATIONOR LIASIUTY fOR USC OURINO THAT RCRIOO. tf FOR ANT 
RCASON THC RUROHASCR OCSIRCS TO RCTURN IT WITHIN THAT PCRIOO THC SCLLCR SHALL URON 
RSCCtRT THCRCOr RCrUNO TNC Sa.00. 

THC WILSON SArCTY RAZOR CO. 



Thit form of podeard provides for tvx> methods of 'ordering — ihe cus- 
tomer may take his choice 



classed with the "preferred clients" and is not unmindful of 
the opportunity of getting in on the proposition before there is 
any public announcement. 

In influencing prompt action the time element and the special 
price are not the only "Act Now" inducements although they are 
the most common. A man had written to a firm Uiat makes 
marine engines for prices but the first two or three letters had 
failed to call forth any further correspondence. So the sales 
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manager wrote a personal letter in which the following paragraph 
appeared : 



"In looking orer our oorreapondonoo I notioe that 
70tt are particularly intereatod in a 2-hora« power engine. I 
hare an engine of that eise on hand that I think will in- ^ 
tereat you. We haye Just received our exhihite from the Motor 
Boat Bhowa. Among these I noticed a 2 H. P. engine and rememher- 
ing your inquiry for this eise engine, it occurred to me that 
this would make you an ideal engdne for your heat.' 



This was cleverly worded, for although the company would 
contend that the exhibits were taken from stock, tiie possible 
buyer would feel confident that the engine exhibited at the show 
had been tested and tried in every way. If; he were in* the 
market at all, this would probably prove a magnet to draw an 
immediate reply — for it is always easy to reply if one is sufficiently 
interested. 

SCHEME 7— HOLDING GOODS IN RESERVE 

This ''holding one in reserve for you" has proved effective 
with a typewriter company: 



"The factory ie working to the limit theee daya and 
we are behind ordera now. But we are going to hold the machine 
we hare reaerred for you a few daya longer. After that we may 
have to uae it to fill another order. Sign and aend ua the 
encloaed hlank to-day and let ua place the machine where it will 
he of real aeryioe to you. Rememher it ia ooTored hy a guaran- 
tee that proteota you againat diaappointment. If you don't like 
it, aimply return it ajid hack cornea your money." 



Bond brokers frequently use this same idea, writing to a 
customer that a block of stock or a part of an issue of bonds had 
been reserved for him as it represented just the particular kind 
of investment that he always liked — ^and reasons follow showing 
how desirable the investment really is. 

$k] In one form or another this sdieme is widely used. When 
the order justifies the expense, a night telegram is sometimes sent 
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ftating that the machine can be held only one day more or some- 
thing like that This only is possible on special goods that can- 
not be readily duplicated. 

In all these offen and schemes the price is kept carefully in 
the background. Some finns never mention the price in the 
letter, leaving that for the circular, folder or catalogue. 

SCHBICB S— THB FREB TRIAL OPFBR 



Instead of the price being emphasized, it is the free trial offer 
or the absolute guarantee that is held before the reader. 



Without eT«B ritklas a o«nt you oan ttt« th« Vilbur 
OB yoar fam freo for 90 dayo. Wo will ship it to you. frolsht 
prepaid, with tho plain uBderotandiiic that, ahould tho Wilbur 
■ot eoa* up to oTory olaim we aako for it, wo will take it off 
your hand*,- for wo don't want anyone to keep tho Wilhur when he 
is not satisfied with it. Thus, we acree to pay ALL ehargos and 
taks AIL risk while you are testing and tryins the Wilbur for 
oas whoXs month. 

Tou see, we have a great deal of eonfidenco in the 
Wilbur or wo oould not afford to sake you this square and gener- 
ous offer, which Isares it entirely to you to say whether or net 
tho Wilbur Vanning Hill is a praotieal and monsy-aaking suocess. 
Sines the 90 days* freo trial preposition puts you to no risk 
whatOTsr, you should take adrantage of this opportunity and 
have a Wilbur shipped right away on the free trial basis. 

To proTO it. all you hare to do is to fill in. sign 
and aail this eard. After 90 days you CAV return the Bachine if 
you are willing. 



Not a word about price. All about the free trial and the 
fact that you are to be the judge of the machine's value. 

And not only the free trial but the absolute guarantee b 
emphasised. "Your money back if not satisfactory" is the slogan 
of every successful mail order house. Frequently a facsimile of 
the guarantee accompanies the letter; always it is emphasized. 

SCHEME 9— THE "YOUR MONEY BACK" OFFER 



A manufacturer of certain machines for shop use wastes 
little time in describing the machine or telling what all it will do. 
The broad assertion is made that after a month's use it would 
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not be sold at the price paid for it, and instead of arguing the case 
and endeavoring to prove the statement, the company strives to 
make it easy to place a trial order. Here are two of the three 
paragraphs that make up one of its letters: 



To proT« it, all you har* to do is to fill in. sign 
and Bail this oard. Aft or 30 days you CAV roturn the aaohine if 
you aro willing. 

fry it out. Herer mind what we might SAT ahout the 
uses your shop men would he getting out of it — VIID OUT. It is 
easy. Just send the oard. 



Tills is simplicity itself. The writer does not put us on the 
defensive by trying to argue with us. We are to be the judge 
and he compliments us by the inference that we "don't need to 
be told" but can judge for ourselves as to whether it is worth 
keeping. The price is kept in the background and the actual 
ordering is nothing more than to sign a post card. There is no 
reason at all why we should delay; we could hardly turn the 
letter over to be filed without feeling that we were blind to our 
best interest in not replying. 

SCHBSCB 10— THE DISCOUNT FOR CASH 

Publishers of a magazine angle for renewals without boldly 
snatching for a man's pocketbook. 



Siaply tell us HOW to continue your suhsoription. 
aeait at your oonTeaienoe. Better still, wrap a $1.00 hill in 
thit pott card--and mail to us today. We will send not only the 
tvelTS Issues paid for, hut will-*as a cash discount— extend 
your tuhscription an extra two months. 



Here the cost is brought in almost as an afterthought, yet in a 
waj^that actually brings the cash with the renewal. 



Vill out the enolosed order and the goods will ho 
shipped at once and hilled in th» regular way. 



78 GOODS SENT ON APPROVAL 

The payment is not in sight — it hasn't yet turned the comer. 
"Billed in the regular way" catches our order where we would 
postpone action if it meant reaching down into our pockets and 
buying a money order or writing out a check. The payment 
looks afar off — ^and it will not seem so much if the account is 
paid along with the rest of the bills at the first of the month. 



>i 



SCHEME 11— THE FIRST INSTALLMENT AS A "DEPOSIT 

Where goods are sold on "easy terms" and a first pajonent 
required, many correspondents refer to the remittance as a 
"deposit." In the strong guarantee it is expressly stated that in 
case of dissatisfaction, the "deposit" will be returned. 

Even the deferring of the payment a few days helps to pull an 
order. It is pot that a man is niggardly or that he doesn't want 
the article but it is the desire, rooted deep in human nature, to 
hold onto money after it has been hard earned. 



To faollltate your prompt action. I am enoloslng a 
ooBTenient postal oard order. Our shipping department lias had 
instructions to honor this as readily as they would your check. 
There Is no need to send the customary initial payment in ad- 
ranee. Simply sign and mail the enclosed card; when the file 
comes, pay the expressman the first payment of $2.00. 



Here the payment was very small and it was deferred only a 
few days, but long enough to make it seem easier, and the orders 
were much larger than when cash was required with 
the order. 

SCHEME 1«— SENDING GOODS FOR INSPECTION 

"Take no risk" is the reassuring line in many advertisements 
and letters. "Send no money — ^take no risk. We do not even 
ask you to make a deposit until you are satisfied that you need 
the Verbest in your business. Simply send the coupon today 
and the Verbest goes forward at our risk." 

Such offers pull best when simply worded and contain some 
such phrase as "Without obligation on my part, you may send 
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me." It gives reassurance that there is no catch, gets back to 
that confidence that is. the basis of the mail order business. 

Then there is the argument that the device or equipment will 
pay for itself — ^a powerful leverage when rightly applied. 

Here is the way the manufacturer of a certain machine keeps 
the cost in the shadow: 



There is no red tape to go through. Simply sign the 
enoloeed blank and forward to-day with the firat payment of 
$3.00. The Challenge will go forward promptly. And the halanoe 
you oan pay at the maohine pays for itaelf--at the rate of aeTen- 
teen oenta a day. 



Simple, isn't it? You forget all about the cost to you. 
The paragraph is a cleverly worded "Do it now" appeal and 
a blind to cover up the cost. 

SCHEME IS— THE EXPENSE VERSUS THE INVESTMENT AR6UMEN1 

A companion argument is that the device is not an expense 
but an investment. Here there is no attempt to put the cost 
price in the background but to justify the outlay as a sound 
investment — ^a business proposition that is to be tested by the 
investment standard. Tins is a strong argument with the shrewd 
business man who figures the value of things not on the initial 
cost, but upon the profits they will earn, the dividends they will 
pay. 

The whole proposition must be shaped in such a way that it 
is easy for the prospect to buy. He must want to buy and the 
experienced correspondent realizes that every word and phrase 
must be avoided that is capable of being misconstrued. There 
are no details so small that they do not have a bearing on the 
success of a campaign. 

SCHEME 14--THE RETURN POSTAL FILLED IN FOR MAILING 

And now that you have made clear your proposition and 
shown your proof . now that you have led your prospect to the 
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PUT ORDKR BLANK BEFORE PROSPECT 



buying point, the next step is to make him send you fhe older. 
Aiid ti^e only way to do tlus b to do as the good salesman does. 
Put the pen in his hand, your finger on the dotted line, and slip 
tile order blank before him. The salesman does these things 
because he knows that he might lose the sale ifjhe asked his pros- 
pect to hunt up a pen, a letterhead and some ink. He knows 
tiie value of making it easy to buy. And in selling by mafl you 



JOHNSON DYE ORDER AND COIN CARD 
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JOHNSON DYE COMPANY aosTON. mass. 
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^ACKAOCS OF JOHNSON OYCS. AT TCN CCNTS EACH. AS MARK* 



ID IN THE OROKn BLANK BKtOW. I CN6L0SC IN THIS COIN CNVCLO^K BCtOW.TOTAL 



SIGN VERY PLAINLY 



1 



CENTS 



NAMt 



AODNtSS. 



.MUMSKN, STUCKT. OM SOX, »OSTj»meC. «eWNTT. STATt, 



DON'T FAIL TO FILL OUT THIS I 



MV DEALtR'S MAMC, 



ADDRESS ._ 
WRITE PLAINLY 



JOHNSON DYES 
FOR WOOL 



.LIGHT SLUE 
.DARK SLUE 
.NAVY SLUE 
.•NOWN 
.SEAL SROWN 
.OREEN 
.DARK GREEN 
.PINK 
.SCARLET 
.CRIMSON 
.CARDINAL RED 
.TURKEY RED 
.GARNET. 
JiLACK 



.RURRLE 
.YELLOW 
.ORANGE 
.GRAY 




^ HAS HE MNY) JOHNSOM 
ELY Oy«» ro" WOOLT 



RUT YOUR MONEY. 

COIN OR SILL. 

IN HKRt 



HAS HE (ANY)|jOMNSON 
DYES FOR COTTONY 



HAS HE THEJOMNSOM 
DYE (COLORS ORDERED 
SELOWT 



JOHNSON DYES 
FOR COTTON 



JLIGHt SLUC 
.DARK SLUB 
■NAVY SLUC 
.BROWN 
.SEAL BROWN 
iAREEN 
.DARK GREEN 
.RINK 
.SCARLET 
.CRIMSON 
.CARDINAL RED 
.TURKEY RED 
.GARNET 



.BLACK 

.RURRLS 

.YELLOW 

.ORANGE 

■GRAY 



A manila enelomre that eontaivu a iwuM §fiv$lop9 tuitahlefor mnditig 

coins or hiUs, The directiofu not only cotwr off poinU on tns order but 

give ihe company information for iisfoUow-up 
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must do the same. Don*t guide him on to a dedaion to order 
and tiicn leave him at sea as to how to do it Show him ezactlj 
what to do. It is easy enough simply to say, ''Write me a letter," 
or, "send me t2.00." The very man you want most to sell may 
not know how to write a clearly worded order. Even if he does, 
the fact that you ask him to go to the trouble of getting his writing 
materials may serve to postpone the act and lose him the desire 
to buy. So give him the order ready to sign, with as few changes 
as possible required. And give him an addressed return enve- 
lope to send it in. If no money is to be sent with the order, put 
it on a postcard. "Sign and mail the card" borders on the 
extreme of easiness in buying. 

A Chicago firm even goes a step farther than this. It 
sends out thousands of letters seeking inquiries, enclosing a 
regulation post card, on the back of which is printed in imitation 
of typewriting the very request they wish the prospect to make. 
And his name and address are alieady filled in at the bottom. 
This address is so placed in the letter to him that it shows through 
the window of the patent envelope and serves as the address for 
the letter. When the prospect gets it, all he has to do is drop this 
card in the mail box. This scheme both economizes time in the 
firm's office and simplifies things tremendously for the man 
addressed. 

You cannot be too simple in your method of soliciting orders. 
If your proposition will admit of saying, "Clip a dollar bill to this 
letter and mail," say it If more detfuls are needed, make them 
as simple as possible. 

SCHEME 19— THB MONEY-ORDER READY FOR SIGNATURE 

If you want him to send a money order, help him to get it by 
enclosing a money order application fiUed in except for his name. 

Avoid the possibility of giving the order blank a l^al appear- 
ance. Simply have the order say, "Send me " and as little 

more as is necessary. Show the prospect that there are no 
strings or jokers in your blank. Make it so simple that there is 
no possibility of misunderstanding its terms. 

If the article is one that is sold in much the same way to 
every purchaser, it is best to print the entire order, leaving only 
the date line and the signature line blank. If the purchaser has 
to choose between two styles of the article or between two quanti- 
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ties, the order blank may be printed, so that the quantity not 
wanted may be crossed out. 

SCHEME 10-OIlDERINO BY MARKS 

In dealing with an unlettered class of people, it is weU 
to put a foot-note in very small type under optional lines 
or words and to instruct the purchaser to *'Cross out 
the style you do not want'* or "Put an X opposite the quan- 
tity ordered." 

In CBJie of articles that are sold for cash and also on the easy 
payment plan, it is better to have two separate order blanks 
printed on different colors of paper, one plainly headed ''Cash 
Order BUink/' and the other Easy Payment Order BUink." 
Avoid the "Installment Plan." The name has lost dignity of 
late; tiie wording "Easy Payment Plan** is better and more 
suggestive. 

SCHEME 17— THE COIN-CARD | 

The coin-card method is a winner for sales under a dollar. . 

The card, with its open holes inviting the quarter or the fifty- i 

cent piece, and the orider blank printed conveniently on the flap, 
captures much loose money. 

The post office department will furnish money order 
Implications with the name of the advertiser printed in the 
proper blanks. These printed applications should be sent for 
the prospective's convenience in cases where a money order is 
likely to be used. They insure that the advertiser's name will 
come before postmasters written in the preferred form, and they 
also relieve much of the hesitancy and embarrassment of the 
people that do not know how to make out an application. 

SCHEME IS— SENDING MONEY AT THE OTHER FELL0W*S RISK 

One of the best schemes for easy ordering invited the reader 
to fold a dollar bill in the letter "right now" and mail the letter 
at the risk of the firm. That effective closing removed the 
tendency to delay until a check or a money order could be secured. 
It took away the fear of loss in the mails. It largely in- 
creased the returns of the letter. 
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It is sometimes an excellent plan to suggest that the reader 
sign and mail at once a postal card that is enclosed. If there is an 
inch or two of space at the bottom of the letter, a blank order 
or request may be written there that needs only a signature to 
make it complete. In the closing paragraph, direct tiie reader 
to sign and return the slip. 

An addressed envelope should always be enclosed. It will 
not invariably be used, but it will be used by most people, and it 
both promotes correct addressing and facilitates the handling 
of incoming mail. 



PART VIII 



Consistin^^ of three chapters on the sub- 
ject of "THE APPEAL TO DIF- 
FERENT CLASSES OF PEOPLE. ' ' 



BEFORE you make any man a proposition, 
be sure of your course, the enci you desire 
to reach. 

Know yourself, know your goods, know your 
man. 

No friendly wind is ^oing to pilot your ship 
into the port of profit. 

You must map out your entire business voy- 
age before you lift the anchor of initiative or 
set the sail of action. 

It is the minute of talk after the hour of 
thought, the ounce of eflfort after the ton of 
preparation, that steers a business project into 
the harbor of success. 

Before you step — look ahead. 

Before you fire — aim. 

Before you act — flan. 



How To Write Letters That 
Appeal To WOMEN 

PART VIII: THE APPEAL TO DIFFERENT CLASSES CHAPTER 7 

THE two-page letter which a man would toss 
into the waste basket unread may he read by a 
woman with increoMng interest at each paror- 
araph. The average woman does not have a 
targe correspondence; her mml is not so heavy 
but what she finds time to read every letter 

THAT APPEALS IX) HER EVEN SLIGHTLY. The printed 

heading mxiy show a letter to he from a cloak com- 
pany. She doesnH really need a new coat — and 
anyhow she could hardly (ifford it this fail — hut she 
would just like to see what the styles are going 
to be like — and it doesnH cost anything to send for 
samples. Yet if the writer of ike letter is shuled 
and undetHands the subtle workings of a womjarCs 
mindy the cloak is half sold by the time she 
FILLS OUT THE POSTAL CARD. This chapter teUs why. 

THE more personal a letter is made the more successful it 
will prove. Several large mail order houses, handling 
thousands of letters every day, are gradually abandoning 
the use of form letters, making every communication personal. 
The additional expense is of course great but the increased 
business apparently justifies the new policy. 

The carelessness that sends out to women form letters begin- 
ning ''Dear Sir" has squandered many an advertising appropria- 
tion. A man, in his hurry, might not notice such a mistake or char- 
itably blame it onto a stupid mailing clerk, but a woman — never. 
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The mail order houses with progressive methods not only 
guard against inexcusable blunders and tactless letters but they 
are studying the classes and the individuals with whom they are 
dealing. A mail may bring in two letters — one, from a farmer, 
laboriously scrawled on a bit of wrapping paper; the other, from 
a lady in town, written on the finest stationery. Both may 
request catalogues and the same printed matter will be sent to 
each, but only the amateur correspondent would use the same 
form letter in reply. 

The book agent who rattles off to every prospect the set 
speech which the house furnished him with his prospectus either 
ihrows up the work as a "poor proposition'* or changes his 
tactics, and the form letter that tries to wing all classes of individ- ' 
uals is most likely to miss aU. 

In making an appeal to women, the first thing to be considered 
is the stationery. Grood quality of paper is a sound investment. 
Saving money on cheap stationery is not economy for it prejudices 
the individual against the sender before the letter is even 
opened. 

Firms that cater to women of the better class foUow out the 
current fashions in writing paper. The "proper" size and shape 
of sheet and envelope immediately make a favorable impression. 
Various tints may be used to good effect and instead of a flaring 
lithographed letter head, the firm's monogram should be stamped 
in the upper left hand comer. The return card on the envelope 
should not be printed on the face but on the reverse flap. Such 
a letter is suggestive of social atmosphere; it is complimentary 
to the lady. 

In beginning the letter it should strike at some vulnerable 
spot in feminine nature — ^but it must be so skillfully done that 
the motive is not apparent. If the line is anything that can be 
shown by sample, manage to work into the very beginning of the 
letter the fact that samples will be mailed free upon request. 
Women never tire of looking at samples; they pull thousands of 
- orders that could never have been landed with printed descrip- 
tions or illustrations. A most successful house selling suits and 
cloaks has proved conclusively that nothing will catch the 
attention of a woman so quickly as an offer of free samples and 
some reference to style and economy in woman's dress. It urges 
upon its correspondents the desirability of getting in this appeal 
in the very first sentence. 
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Letters from this house begin with some pointed reference: 
"Becoming styles, we know, are what you want, together with 
quality and the greatest economy." Or, ''You know we guar- 
antee you a perfect-fitdng suit, of the prettiest materials in the 
market — ^whatever you may select." 

This letter had the personal signature of the sales manager: 



Dear Madaa; 

I hare been intending to write you erer ainoe you aeat 
for your BX?UBLXC Style Book, but X hare been so busy in 
eonneotion with our new building as to hardly find tiae. 

But you are no doubt now wondering just why, out of 
the aany, aany thousand requests for the BXFUBLIC Style Book, 
I should be so partioularly interested in yours. And so I aa 
going to tell you frankly ay reason. 

It is this: In your oonaunity there is only a rery 
saall nuaber of all the ladies who wear RSPUBLIC Suits, and 
they ALL should wear thea — and WOULD wear thea if they oould 
but be aade to know the real beauty of our suits. I want to 
show thea Just how beautiful a RXFUBLIC Suit oan be. 

80 I ask you, would you like to have aade for you this 
season, the aost beautiful suit you erer had? 

Would you like now, a suit aore stylish, better 
fitting, aore beooaing, better aade — MORX FXRnCT — than any 
other suit you hare had? 

If this interests you at all, then I aa ready person- 
ally to see to it for you. 

A suit that is different froa the ones worn by your 
aoquaintanoes is what I aa now speaking of; not different be- 
oause aade of eoae unusual aaterial. or in soae oyer-stylish 
design, but different because BITTXR. It is the differenoe of 
QUALITY, of genius in its putting, that I want your friends and 
neighbors to see and adaire in your suit. 

Bow I aa going to say to you Tory frankly that I hare a 
reason for wanting to aake your suit attract the adairation of 
your friends. I wish your suit to oonyinee THXM that they, too, 
should hare their suits aade by the BXPUBLIC. 

Would you oare to have ae tell you Just how I propose 
to put this unusual grace and style into your suit? first, 
sTsrything depends upon the LXVIS of a suit— if its lines are 
beautiful, the suit is beautiful. Bow we have at the RBFUBLIC 
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a ehief dealcner. who Is a senlus in putting the greatest beauty 
and grace into the llnee of his modela. 

We say he la a genius, because a man oan he a genius 
in designing Just as a ausioian or any exceptionally skillful 
Ban may be said to be a genius. And when a highly trained 
cutter and an expert tailor make up one of this Ban*s designs, 
the result is a suit that stands apart from all others, by 
reason of the attraotiyeness there always Is in grace and style 
and beauty. 

Such is the suit I offer to hare made for you. 

But there is to be no Increased cost to you for this 
special serrice. The price of erery RSFUBLXC Kade-to -Measure 
Suit is plainly stated under its description in our Style Book. 
That is all you'll hare to pay. 

If you wish you oan hare a dressmaker take your 
measurements and we will pay her for her trouble, as explained 
on the enclosed Dressmaker's Certificate. Please read this 
certificate. 

"low, what am I to do?" you aek. Simply send your 
order to me personally. Just say, "Hake my suit as you agree 
in your letter. " 

low if you wish other samples or information, write 
to me personally and I will take care of it for you. But, the 
sooner you get yo ir order to me the better. 

Please consider that we, at the RXPUBLIC, will 
always be glad to be of serrice to you. I. especially, will be 
pleased to hare the opportunity of making you a suit of which 
you can be proud and of which we will be glad to hare you say, 
"This is a RXPT7BLIC Suit. " 

Shall I hear from you soon? 

Yours rery respectfully. 
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This letter was sent out on very tasty tinted stationery. It 
was written by someone who understood the subtle processes of 
the feminine mind. In the first place the lady is flattered because 
the sales manager himself writes to her and offers to give her 
order his personal attention. Surely an opportunity to secure 
the very best suit the house can turn out! 



THE FOREMOST ARGUMENT-STYLE M 

"It is the difference of QUALITY, of genius in its cutting, 
that I want your friends and neighbors to see and admire in your 
suit." No fulsome flattery here; it is so delicately introduced 
that it appears entirely incidental, but the shaft strikes home. 
There is just enough left unsaid to stir the imagination. The 
logic and the matter of fact argument that would appeal to the 
man gives way to suggestion and persuasion and the necessity 
for prompt action is tactfully inserted at the proper place. 

In another letter from the same house the prospect was 
impressed by the great care used in making up garments: 



"In ordeV- that your aeaaureBents may be taken exactly 
right, we send yon with this letter a * Republic' Tape Measure. 
This is the same kind that our outtere use. and it is entirely 
accurate. 

"We send this tape measure to you because we want to 
aroid the least possibility of variation in your measurements. 
We want to make your suit perfect, and we will personally see to 
every detail of its making. " 



No battery of arguments and proofs could make the same 
appeal to the woman as the tape line sent in this way. The 
suggestion is more powerful with a woman when skillfully 
handled than statements, assertions and arguments. Compare 
the subtle appeal in the above to the paragraphs taken from a 
letter sent out by a house that was tr3dng to enter the mail order 
field: 



"We want you to read our booklet carefully for it 
explains our methods of doing business fully. We are very 
particular about filling ordere and know you' will be pleased 
with any suit you may buy from us. 

"Our financial standing should conrince you that if 
anything is not right we will make it so. We guarantee satis- 
faction and solicit a trial order.' 



In the first place, the average woman would know nothing 
about the financial standing of the house. It is evident that the 
man who wrote the letter had been handling the correspondence 
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with dealers and finzui that necessarily keep posted on the rating 
of manufacturers. And the way the proposition is stated that 
'"if anything is not right we will make it so" suggests that very 
possibly the suit might not be satisfactory. 

But while women are susceptible to flattery there is 
danger of bungling, of making the effort so conscious that 
it is offensive. "Your natural beauty will be enhanced 
by one of our suits for our cutter imderstands how to set 
off a woman's form and features so she is admired wher- 
ever she goes." The average woman is disgusted and 
reads no further. 

HOW DIFFERENT ARGUMENTS APPEAL TO WOMEN 

Style Foremost consideration 

Price Secondary consideration 

Quality Sliaht 

Exclusiveness Vamable 

Service Minor importance 

Sentiment Effective 

Flattery Expedieni 

Testimonials Impressive 

Reputation Desirable 



Mere cleverness in expression will fall wide the mark and 
facetiousness should be strictly avoided. It is better to depend 
on a very ordinary letter which will have little effect on the reiEuler 
one way or the other than to offend her by too obvious flattery 
or an apparent attempt to make capital from a feminine weak- 
ness. 

Arouse her curiosity — the curiosity of woman is proverbial, 
and a general store at Nettleton, Mississippi, found a "Cousin 
Elsie" letter, mailed at Atlanta, Greorgia, to be the most effective 
advertising it ever sent out, for it aroused the greatest curi- 
osity among the women of Nettleton. Here is a letter just 
as it was sent out, the name of the recipient filled in on 
the typewriter: 
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Xy Sear Couiin:- 

Z know you will be aurpriaed to get this letter. I 
apent tuoh a delightful Winter in California and wished eo often 
that ay dear Vettleton kin oould be with me. 

On ay return trip, I set the Wilson Piano Co* a Man- 
ager. Be told me the Wettleton Supply Co. waa giving away one of 
ite $400.00 pianos this year in advertising. I do hope that 
some of my ambitious Cousins will get to work and get it. It 
will oertainly be worth working for. 

Then what do you think? The first thing when X oame to 
the office this morning, I made an inToioe of the Millinery that 
the Mettleton Supply Co*s buyer had bought of our house and I 
was certainly surprised to know that suoh beautiful stuff is 
sold in a small town like Mettleton. Our salesman said that this 
is one of the nicest bills that he has sold this ssaeon. 

I met the buyer and talked with her about all of you 
and promised to attend the Spring opening. I know it will be 
one of the best the house has had, as it will havs so much 
pretty stuff to show. 

I will have only a day or two and I want to ask you and 
all my Cousins to meet me at this opening. I am anxious to see 
you and this will be a good opportunity for us to meet. Don't 
^ail to meet me. 

I have lots of work to do and must bring this letter 
to a does. With a hsart full of leys for all the dear old 
Mettleton folks and an extra lot for you. from. 

Tour Cousin, 

Slsis. 

P. 8. -Don't fail to come to the opening, I will be there if pos- 
sible. Miss Smiley will let you know when to oome. Buy a pair 
of Peters' shoes this Spring; you will never regret it. 



Such letters could not be used very often but occasionally 
they are immensely effective. ''Mrs. Elliott's troubles and how 
they were cured" have become famous in some parts of the 
coimtry. Written in long hand, they bore every resemblance of 
a social letter from a lady to some old neighbor and told how 
many of her housekeeping troubles had been ended by using a 
certain kind of furniture polish. The letters were written in 
iuch a chatty style that they were read through and passed around 
to other members of the family. 

The appeal to women must hover aroimd her love of style 
and her desire for economy. Bring in either subject deftly at 



THE APPEAL OF CURIOSITY 



the begiiming of a letter and she will be an interested reader of 
aU the sales talk that follows. 

Several maU order houses have trained women to handle this 
part of their correspondence for they are more apt in the use of 
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This is the first page of a facsimile hand-vjritten letter that proved 
highly successful as U appealed to feminine curiosity and insured 

careful reading 
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feminine expressions. Let a man try to describe some article as 
"perfectly splendid/' or "really sweet" and he would stumble over 
it before he got to the end of the sentence. Yet when these same 
hackneyed phrases are brought in naturally by a woman who 
"feels just that way" about the garment she is describing, they 
will ti^e hold of'[the reader in a way that is beyond the under- 
standing of the masculine mind. 

In the appeal to women, there is more in this tinge of off-hand 
refinement, the atmosphere, the enthusiasm shown and in the 
little personal touches, than in formidable arguments and logical 



Dear Madam : 

This Ball !• brlnclnc to you a copy of our new cata- 
logue, describing our complete line of Hawkeye Kitchen 
Cabinet*. 

The catalogue will tell you how you can do your Idtchen 
work In half the usual time. 

It will tell you how to save your strength, time, and 
energy--how to rellere yourself of the burden of kitchen drud- 
gery. 

Aren't these things worth looking into? 

Just try counting the unnecessary steps you taks In 
prsparlng your nsxt meal. Calculate the tlms you lose In look- 
ing for. articles that ehould be at your fingers* snds but are 
not. 

Imagine, If you can, what It would ears you If you 
could do away with your pantry, kltchsn table, and cupboard and 
get all the articles nssded In the preparation of a meal In one 
complete well-ordered piece of furniture that could be placed 
between the range and sink, so you could reach almost from one to 
the other. Think of the steps It would save zcu. 

Imagine a piece of furniture containing spsclal places 
for eT«rythlng — from the egg beater to the largest kltchsn uten- 
Bll--a piece of furniture that would arrange your proTlslons and' 



Thi$ IdUr is vmtUn in an easv^ natural ^yf^* which is aided by the short 

iOusivition of ihs^ carfare weU chosen. The dosing is in keeping with 

. isa longer one than the man vxmld read abovt a kitchen 



04 PECULIARTTIES OF THE FEMALE CORRESPONDENT 

reasons. What is trivialitj to a man is frequently the clinch- 
ing statement with a woman. And so a fixed set of rules can- 
not be formulated for writing letters to women. Instead of a 
hard and fast rule, the correspondent must have in mind the 
ideas and the features that naturally appeal to the feminine mind 
and use them judiciously. 

All women, for instance, are influenced by what other women 
do, and there is no other trick more productive of sales than the 
reference to what some other customer has ordered, or what 
comments she has made. Both in educational campaigns and 



uteasile in suoli a •ysteaatio way that you eould (in tha dark) 
find also at any thine you vast ad. 

' If you oan draw iu your mind a plcturo of ouoh a piaea 
of fumituro, you will have ooae idoa of what a Buokeye Kitohan 
Cahinet ia like. 

Vow, don't you want one of theaa autoaatio earraata? 
Don't you think you need it? 

If ao, eend for one VOW. Don't put it off a ein<le 
day. Tou have been without it too long already. 

It doesn't ooft auoh to get a Hawkeya. If you don't 
oare to pay oaah, you oan huy on auoh eaay payaenta that you will 
n^T^r aiaa the money — only five oenta a day for a few months. 
Tou would think nothing of paying fire oenta a day atreet-oar 
fare to keep froB walking a few tlooka in the pure air and aun- 
ahine. yet you are walking ailea in your kitohen when one atraat- 
oar fare a day for a few aontha would do away with it. 

Bend your order right along and uae the Cabinet thirty 
daya. If it doean't do what we aay it will, or if you do not oon- 
sider that it is more than worth the aoney, send it haok at our 
expense and we will refund whatever you hare paid. That's fair, 
isn't it? 

Ve pay freight on all- oaah order a 

Tour a truly. 



paragmpha. Tha appeal to the imagination is BhiUfid, and the homely 
the peneral quality of the letter and was undoubtedly effective. This letUr 
cabinet, but there are not too many details for women readers. 
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in writiiig to regular customers on some specific proposition it is 
a good policy to work in some reference to a recent sale: 



"One of our very good oustoBers from your neighborhood 
write* US that her new suit (Style 3687) hae oaueed her more 
perfectly delightful oomplimente than ehe.eyer had before." 



Such testimonials are to be found in every mail order house 
that has attained even a moderate success, for women who are 
pleased are given to writing letters profuse in their expressions 
of appreciation. 

At times it is desirable to quote a whole letter, witiiholding, 
of course, the name of the writer. The most convincing letters 
to use are those that tell about first orders, or how some friend 
induced the writer to send in a trial order, or how she came to be 
a customer of the mail order house. These personalities add a 
touch of human interest, they create an atmosphere that is real, 
they mean much to a woman. 

Quoted letters are especially effective in getting a first order 
after a woman has become sufficiently interested to write in for 
a catalogue. Here is one lifted from a letter sent out by the 
general manager of a suit house: 



Sear Mr. Wardvell: 

Tou ask ae to tell you how X caae to eend you ay 
first order. 

I think I had written for your Style Book three 
teaeone. Xaoh time I found many garments I liked. I found 
waists and dresses and skirts that wsrs muoh prsttier than the 
ones Z could get elsewhere. And yet some way or other, while 
I longed for these very garments, yet I did not order them. I 
think it wae simply because I nerer had ordered by mail. 

One day when looking through your Style Book the 
thought oame to me: "If you want this dress, why don't you 
stop hesitating and wondering and sit down right now and order 
it»" 

And Z did— and ever siaoe I hare bou^t my aulta. 
draaaaa. waists, almost ersrything. from you. 



06 PUTTING SALESMANSHIP INTO LETTEBS 

A testimomal letter from prominent women, wives of dis- 
tinguished men and others whose names are widely known, is an 
effective touch. A number of years ago Mrs. Frances Cleveland, 
wife of the ex-president, wrote to a fmmiture factory for a cedar 
chest The order was in Mrs. Cleveland's own handwriting 
and the letter was at once photographed and a facsimile is now 
enclosed with all the letters and advertising matter sent out by 
the furniture house. Such things have an influence on the 
feminine mind that the skilled correspondent never overlooks. 

The reason that so many letters fail to pull is because the 
correspondents are not salesmen; they are unable to put actual 
selling talk into a letter. For after you have aroused a woman's 
curiosity and appealed to her love of style and her desire to 
economize, there has got to be some genuine, strong selling talk 
to get the order. 

The difference is brought out by a large Chicago maU order 
house which cites the customer who inquired about a certain 
ready made skirt in a 34-inch length which could not be supplied 
as the regular measurements run from 37 to 43. A correspond- 
ent thinking only of the number of letters that can be answered 
in a day simply wrote, "We are very sorry we cannot supply the 
skirt you mention in the length you desire, because this garment 
is not made regularly in shorter lengths than ST^inches. Regret- 
ting our inability to serve you/' andjso forth. 

The letter inspector threw out the letter and dictated another: 



"We cannot furnish skirt, oatalocue nua^sr H4982. la 
a 34-iBoh Isncth, but ws can supply it in a 37-inoh length; this 
is the shortsst Isncth in which it is rsgularly aads. Tou can 
hare it altered to a 34- inch length at a saall sxpense, and as 
the skirt is an unusually pretty style and of exceptionally good 
ralue. the price being only $7.66, we trust you will faror us 
with your order. ■ 



This is letter-writing plus salesmanship. The correspondent 
did not spill over in his eagerness to get the order; he did not 
describe die skirt as the finest to be had nor insist that it was the 
most wonderful bargain in the catalogue. Rather he told her it 
was an "unusually pretty style and of exceptionally good value." 
It was so simply told and so naturally that it carried conviction. 
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It refers to style and to economy — ^two things that appeal to 
every woman. 

Letters personally signed by the "Expert Corsetiere" of a 
large wholesale house were mailed to a selected list of lady 
customers in cities where the Diana corsets were handled: 



Dear Madaa; 

Bere'8 an incident that provee how important corsets 
are in wearing the new etraight, hipleee gowne. 

Mrs. Thompeon, who ie at outer than the new etylee re- 
quire, tried on a prinoeee gown in a department etore. The gown 
iteelf was beautiful, hut it wae moat unbecoming and did not fit 
at all. tho it wae the right size for her. 

Mre. Thompson was about to give up in despair saying. 
"I can't wear the new styles" — when a saleswoman suggested that 
she be fitted with a Diana Corset in the model made for stout 
figures. 

The result was that the princess gown took the lines of 
the corset and fitted Mrs. Thompson perfectly. In fact the 
original lines of the gown were brought out to better advantage. 

This only goes to prove that with a good corset any 
gown will drape right and take the lines of the oorset. 

You'll find it easy to wear the new long straight style 
gowns if you wear a Diana corset in the model made for your style 
of figure. 

The Dianas are made after the same models as the most 
ezpensire Vrench corsets costing $10 to $25. Yet $5 to $1 buys 
a Diana. 

The Diana is not heary and uncomfortable as so many of 
the new coreets are this year. The fabrics from which they are 
made are light and comfortable. At the same time, so closely 
meshed and firmly voTen that with reasonable wear every Diana 
corset is guaranteed to keep its good shape and style or you will 
receiTc a new corset without charge. 

The Diana dealer, whose card is enoloeed. invites you 
to call and see these new corsets. 

Will you go in to see the Diana today? 

Very truly yours, 



/Qt-tJi-^x-. ^Ju 




W IMPLIED COMPLIMENTS AS ORDER-GETTERS 

The letter is in a chatty style that assures its being read. It 
does not say "We have just the corset for you stout women'* — 
but that is what it means. It interests and appeals especially to 
the stout women without reminding them offensively that diey 
are too heavy to wear the styles then in vogue. 

The National Cloak Company has studied the methods that 
take firm hold on the women and finds it necessary to bear down 
heavily on the guarantee of satisfaction. Many women are 
inclined to be skeptical and hesitated long before sending money 
to an unknown house. So the National uses a guarantee tag 
insuring customers against dissatisfaction, sending these tags 
out with the goods. It assures the return of money if the 
order is not all right in every way and further agrees to pay 
all the express charges. Free reference is made to this 
tag in the company's letters and it gives a certain con- 
creteness to the guarantee feature. This tag makes its own 
argument, proves its own case. 

Business men generally take it for granted that satisfaction 
goes with the goods; their experience enables them to size up a 
proposition quickly and if there is any flaw in the advertisements 
or the company's methods, they pass it by. But women, not so 
familiar with business affairs, must be approached from a different 
angle. Little points must be explained and guarantees must be 
strongly emphasized. The formal letter which appeals to a 
man by going straight to the point would, by its very conciseness, 
offend the vanity of a woman. 

The successful correspondent never overlooks the suscepti- 
bility of a woman to flattery — ^but it must be the suggestion of 
flattery, the implied complunent, rather than the too obvious 
compliment. 



"The handsomest gown money will buy can't make you 
look well unless your oorsst is the oorrect shape." 



This is the opening sentence in a letter advertising a particular 
corset. The lady is gracefully complimented by the intimation 
that she wears handsome gowns, yet there is not the slightest 
suggestion that the reference was dragged in as a part of the 
selling scheme. 
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Instead of insinuating that she must buy cheaply, let it be 
hinted that she is actuated by the very laudable motive £of 
economy. ''You would scarcely believe that such delicious 
co£Fee could be sold at 20 cents — ^unless you happen to know that 
the flavor of coffee depends largely upon the blending." Here 
the low price is emphasized but there is no hint of forced econ- 
omy, rather it suggests that the best quality can befobtained 
without paying a high price. 



"Tou oan offer jour most partioular guest a cup of 
Besal ooffes and know shs has n«Ter tasted a aore deliolous 
flaror and fragrance.* 



This is the beginning of a letter that successfully introduced a 
new coffee. Here is a tactful compliment — the taking for granted 
that the recipient entertains guests of some importance — guests 
who are particular and will notice her coffee. There are few 
things that the average woman is more concerned about than 
that her guests will be pleased with her refreshments. The 
suggestion that she herself would enjoy or even that her family 
would enjoy this coffee does not make such direct appeal to a 
woman as this assurance that it will please her particular guests. 

The house that uses the same kind of letter on men and 
women will never score such big results as the firm that imder- 
stands the different processes of thinking and the different 
methods of making the appeal. With the man it is reason, logic, 
argument; with the woman it is suggestion, flattery, persuasion. 
The correspondent who expects to build up large sales by letter 
from women must study their whims, their prejudices, their 
weaknesses and their characteristics before he can make an 
appeal that brings in the orders and makes permanent customers 
of trial buyers. 

It is the little things — ^this subtle insight into feminine nature 
that marks the successful selling letter to the woman. They 
are not things that can be set down and numbered in a text book; 
they are qualities of mind that must be imderstood and delicately 
handled. Rightly used they are more powerful than irrefutable 
arguments and indisputable facts. 



How To Write Letters That 
Appeal to Men 

PART VIII: THE APPEAL TO DIFFERENT CLASSES CHAPTER 8 

ONE-HALF of the form letters sent out to men 
are throvm away unread. A hare One-Third are 
partly read before discarded^ while only One^ixth 
of them — approximately 15 per cent — are read 
through. T%e reasmwhy ^h a large propar- 
tion IS ineffective is this: ike letter-writer y through 
ignorance or carelessness^ does not strike the 
notes that appeal to every man. Here are some 
of the subtle ways by which correspondents have 
forced the attention of men by appealing to 

traits distinctly masculine. 

IF you received a dozen letters in your mail this moming it is 
probable that there were just twelve different angles to the 
appeals that were made. For most correspondents are not 
thinking about the man they are writing to but are con- 
cerned solely with thoughts about the propositions they have 
in hand — and that is why the great bulk of the letters 
that are opened in the moming pause at the desk only 
momentarily before continuing their way to the furnace 
room. ^ It is the exceptional correspondent who stops to 
analyze^ his letters, looking at them from every viewpoint, 
and then tests out his conclusions, trying this appeal and 
that imtil he evolves certain principles that pull letter writing 
out of the class of imcertainties and enable him to depend 
upon definite returns. 

I : For there are appeals that are practically universal. Ap- 
l\^\ ^pial to a man's ambition and you have his interest: larger 
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income, better position, some honor or recognition — touch 
these and no matter how busy, he will find time to read your 



You're got to hare more money. 

Tour salary, without income, is not enough. The man 
who depends upon salary alone to make him rloh--well- to-do --or 
ersn oomfortal>le. is making the mistake of his life. Tor the 
minute you stop working, the money stops coming in. Lose a day 
and you loss a day*s pay--while expenses go right on. 

Don't you think it's time you got laturs to work for 
you? A dollar put into a psaoh orchard will work for you days, 
nights and Sundays. It nerer stops to sleep or sat "but kseps on 
groviag — growing — from the rsnr ninuts you put your money in. 

Think of the difference betwssn a dollar Inrestsd with 
us and inorsasing and yielding day hy day and ths dollar which 
you use to purchase a few moments idle dirersion or plsasurs. 
Ths lattsr is lost forerer — the dollar put to earning with us 
earns forerer. 



''More money." That appeal strikes home. One glance 
at the letter and a man is interested. He may not have money 
to invest but the other letters will remain imopened imtil he finds 
out whether there is not some plan or scheme that will actually 
mean more money to him. 

The correspondence schools recognized the force of this 
appeal and developed it so systematically that it might be called 
the standard correspondence school argument. 

Here is one of the best pulling arguments: 



Pay-day--what does it mean to you? 

Doss your money ''go 'round?*' Or doss it fail to stop 
all the gaps made by last wssk's or month's hills? 

Last week--according to actual, certified reports on 
fils in our office — A. B. C. men got their salary raised as a di- 
rect result of becoming more proficient from studying A. B. C. 
courses. 

Don't you think it's time that salary-raise was oom- 
ing 70ur f ftj? 



102 THE APPEAL OF RESPONSIBILITY 

The same product — a oonespondeiice ooune — maj use the 
line of appeal peculiariy appropriate to men — that of letponii- 
bilitj. Such a letter leads out: 



If jour •zpontt* w«r« doubled toaorrow oould you Hoct 
thMi— without mnnlng hoATlly la dobtf 

Zf jou had to liftTO Boro Honoj en vhieli te^llTe— 1« sup* 
pert thoee dependent upen jou— eeuld you sake it? 

Teu eeuld if jou had the trainiac afforded tj our 
eouree; it hae doubled other Bon'e aalariee, it ean do the m\ 
for jeu. 



Next to the appeal to ambition in strength is this appeal to 
responsibility. Tlus is the burden of the arguments used by 
insurance companies, savings banks and various investment 
companies. 

An insurance company marketing a particularly strong in- 
vestment policy, and which follows the plan of writing to the pros- 
pect direct from'the home office, finds that such a letter as this 
pulls: 



Our Asent, Mr. Blank, no doubt hae preeented to you a 
■ajority of the winy adrantasee of a ...._ policy in **»* 
But we want you to hare in writiac. and eisned by an off ieer of 
the eeapany. what we regard ae the aain reaeen you should be 
with ue. 

lo oiTilised aan ean erade reeponeibility. Should 
anything happen to you. you are reeponeible for that loee— to 
your bttsiness — your faaily — your friende. Ze your reeponeibil* ) 
ity great enough — without the proteetion of the Regal Ooapaaju^So 
"■ake good" your own loeef 



But the kind of appeal to make is only one phase of the 
problem. Of equal importance is the manner of making diat 
appeal 

On first glance it would be thought that the products which 
appeal specifically and exclusively to men would be marketed by 
taUung points which have specifically and exclusively the mascu- 
line appeal. But such is not the case. Men's clothes, as an 
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instance, are marketed on the talking points, "need for suitable 
dress," "quality," "style," and similar arguments. These 
arguments are not the ones appealing merely to men; women 
are just as much interested in need of suitable dress and the 
quality and style of the garment worn as are the members of 
the opposite sex. But the general talking point may be extended, 
or rather restricted, so as to make an appeal to men along the 
lines of their exclusive experience: 



Clothes are tlie outward index of tlie iimer win. 

The bttsineee aan who dreesee eo ae to show his inherent 
neatness and orderliness has Just that auoh adrantase orer his 
less careful ooapetitors. 

The enployee who meets the responsihilities and niee- 
ties of good business dress shows to his sharp-eyed employer 
that he is a man who is liable to meet the niceties and responsi- 
bilities of a better position. 

More than onoe has both business and adTanoement 
hinged on appearance. And good appearance nerer handicaps — 
nerer holds a man baok. 



This presentation is good "man copy" for it is based on that 
universal attribute — ^the desire to "get on" in business and as an 
employee. This letter has the right kind of appeal, rightly 

HOW DIFFERENT ARGUMENTS APPEAL TO MEN 



Price Foremost 

Sentiment Useless 

Style Slight 

Quality Important 

Flattery Doubtful 

Exclusiveness Seldom 

Testimonials Effective 

Reputation Reassuring 

Service Essential 



104 A LETTER THAT LACKS CONVICTION 

presented. Compare that letter with the one sent out by 
tailor to the professional men of his city: 



Dear Sir: 

I hope you will excuse the liberty I am taking in 
addreseing you personally, hut at It le on a aatter that affects 
you Tery much and also your profession, I hope you will orerloolc 
the familiarity. 

As a physician you realise the importance of haring 
good clothes and also of haring them kept in good order, hoth 
from a sooial as well as a professional standpoint. 

Being situated in your immediate neighhorhocd and Iwt- 
ing my store open a greater part of the day. I am sure the prox- 
imity will he a great conrenienoe to you. 

I hare had twenty-seren years* experience in makitta 
clothes and cleaning, pressing and repairing them. I do not 
think ycu need question my ability to do your work satisfactorily 
as I hare made clothes for some of the most fastidious and aris- 
tocratic people in the world. 

Sixteen years in London, England, making olothes for 
Lords, Dukes and other titled people should entitle me to your 
consideration. 

Perhaps you may hare some lady friends who need gar- 
ments remodelled, cleaned, pressed or repaired, who would be 
glad to knew of my shop. 

I assure you I will attend to all orders promptly and 
do your work as you want it. 



Tours Tery truly. 



This letter begins with an apology and there ie no inducement to patron- 
ize the tailor except hie unbaaeed assertion that he made ddhes for 

"titled people** for sixteen years 

He starts out with an apology and his sentences are involved. 
His boast about the work he has done for titled nobility abroad 
indicates that he is a snob — ^the whole letter lacks conviction. 

Sometimes a man-to-man^ppeal may have the heart interest 
that strkes a responsive chonu 

i 
\ 

I 
\ 



A LETTER THAT TALKS ABOUT GOODS 
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Dear Mr. Smith: 

A ttatement An extra pair of dressy, well-wide trou- 

***** ^^'nLth *'"*'* ••*"■ ^* something erery man can use— no matter 

Oo^ descrip- ^^* many suite he haet Here is am opportunity to 

turn, get a pair at exceedingly moderate cost. 



Efteotive method 
of dealing with 
a real hargairu 



Tou know how we make trousers — what sub- 
stantial, well-seleoted patterns we carry; how 
carefully we cut, so as to get perfect fit in the 
crotch and around the waist; how we whip in a 
piece of silk around the upper edge of the waist; 
put in a strip to protect against wear at the 
front and hack of the leg at the bottom; and sew 
on buttons so that they won't pull off. 

Sending of 9am- ^^ season is winding up with a lot of 

pUs greatly in- patterns on hand containing Just enough for one 
CTMBes power qf pair or two pairs of "Burnham-made" trousers. 
^^' See the enclosed sample. There's a good rariety 

in dark patterns and a few light patterns, not a 
one sold regularly at less than $6.50 and some 
sold as high as $7.50 



This considera- 
tion for the old 
customer is sure 
to have a good 
effect. 



These remnants won't go into the windows 
until Saturday morning. We are notifying you. as 
a regular customer, tiMit as long as these rem- 
nants last you can get a pair of trousers from 
any piece tot |6.50, or two pairs at the same 
time from the same measure for |10 — workmanship 
Just the same as if you paid the regular price. 

The last half of This is a BXAL bargain, and we hope to see 

the cloHng sen- y^^ before the best of the patterns are picked 
tence has much ^ 

out. 



sttbtle power. 



Truly yours. 



TEB BURHHAH COHPAST 



Here is another letter sent outhy a rival tailor. It gripe attention in the 
fkret sentence and carries conviction. It prompts immediate action and 
every sentence carries an appeal. Unlike the precedina letter, it does 
not talk abotU the writer but about the goods he has for sale — the bargains 

he offers 

The manager and owner of a business which was in immediate 
need of money had tried out different sales letters with but fair 
success. His product sold to men; it would stand up under trial; 
the difficulty lay entirely in awakening interest in a highly 
competitive product. 
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As there seemed scarcely a chance that the business might 
be made to live, the manager decided to take the public into his 
confidence — ^partly, perhaps, as extenuation for the failure he 
saw ahead. So he led out with a sales letter beginning 
with this appeal: 



Suppose you had put tTery e«nt of Benej— •Tory bit of 
your wide experlenoe — eTtry eunoe of energy — into a bueineee. 
wouldn't you want to see it so — lire? 

And if you knew— poetlToly Jquv— tluit you luid the beet 
produet of ite kind in the world— wouldn't it epur you to etill 
greater efforte— if you knew that there wae danger of failure 
eivply beoauee the publlo wae not proapt enough In responding? 

Ton. like hundreds and thousands of others, hare had It 
In Bind to buy of ne soaetlae. Zt Is Tital to the life of ay 
business that you sake that eoaetlne. lOW! 



The pulling power of this letter was phenomenal; not only 
did thirty-five per cent of the list order, but twelve per cent in 
addition answered, stating that their orders could be depended 
upon later. In addition, there were scattering letters of encour- 
agement and comment — ^making a total result a marker in the 
era of solicitation by mail. 

What made this particular letter pull, when dozens of other 
letters, written by the same man to the same list on the same 
proposition, had attained only mediocre results ? 

The last letter made a distinctive appeal — ^to men — ^and 
particularly to men in business. For, since the time of 'Splay- 
ing store," every man has met, in its many varied guises, the 
wolf of Failure — ^and once a fellow business man is in the 
same plight, the man who loves fairness will do his part to 
help out. 

That these talking points that appeal to men are efficient is 
proved by such cases as just cited; once the man-to-man appeal 
is actually brought out, the response is immediate. 

While such appeals occasionally make a ten-strike, the 
average correspondent must rely upon logic and ^'reasons why" 
in making his appeal to men. 

The ability to reason from cause to effect and omitting none 
o the intermediate or connecting steps has long been held to be 



«, 
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a substantial part of the masculine mind. Orators have found 
that logic — conviction — ^may have little or no effect on a 
feminine audience and yet prove the surest means of con- 
vincing an audience of men. School teachers early note that 
the feminine portion of the school lean towards grammar — 
which is imitative and illogical — ^while the boys are gener- 
ally best in mathematics — ^which latter ' is a hard and fast 

rule" study. 
Similarly in business, the average man is used to 

working with his pencil/' and will follow a logical demon- 
stration to the close, where a woman would not give it a pass- 
ing glance. 

One of the latest selling campaigns, marketing town lots in 
various new towns between St. Paul and the Pacific Coast, 
appeals to the logical note in the masculine mind, and grants a 
concession in a follow-up, even before it is asked for. This 
makes a particularly strong appeal to the man who has begun 
to think about the proposition and who senses that, somehow, it 
is not quite logical. 



We hare a letter from a man who. like you. read our 
adTertisement and sent for nore Information, inoludlng a copy of 
our oontraot. and he wrote ae follows: 

"Z don't like the forfeiture clause in your oontraot. 
Under it. if a man paid you $950. and then lost his Job and 
oouldn't pay any more, you would hare the right to gobble up all 
of his money and keep the lots too. Tou wouldn't dare to make a 
contract with me, under which as soon as I had paid you $300 you 
would deed to me the first lot mentioned in my contract — the lot 
at , — and then with each $100 paid in on the oontraot. 
deed me the mext lot named in my contract. If you would do this. 
Z would take your contract in a minute, because I would hare 
some land for my money I paid in. if I had to quit before I paid 
you the full $1,000." 

We took this man at his word, and hare sinoe thought 
that possibly there were others who regarded our contract as 
being too serere. 

Zf this was the reason that you did not inTcet with us. 
we ask you to examine the enclosed proof sheet, from the printer, 
of our new contract, and write us not only if it suits you. but 
if you can think of any other way to make it any more fair and 
equitable. 
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The illustration given is particularly good because it is antici- 
patory — ^nips an objection ^t may be just forming in the mind 
of the prospect 

Appeals to men can be peppered with technical descrip- 
tion and still interest and get results. The sales manager 
of a house selling cameras by mail says, in speaking of tibis 
principle: 

"We found it necessary to use an entirely different series of 
letters in selling our cameras to men and to women. 



Dear Sir:- 

We ••Bt you a saaiple of our Royal Mixture tobacco in 
reeponee to your request some time ago. We are anzioue to kaev 
what you think ahout it. 

This is the best tobacco on the market today at the 
price, and as we know you would not hare asked for a free sample 
unless you intended to buy more if you liked the sample, we hope 
to reeeire your order by return mail. 

Very truly. 




A fat, insipid letter entirely vnthout order-pulling force. The attempt to 

tvnet the request for a free sample into an obtigoiion to place an order 

strokes a man*s intentions the wrong way. 



"Grenerally speaking, men are interested in technical descrip- 
tions of the parts of the camera; women look at a camera from 
the esthetic side — ^as a means to an end. 

"In writing a sales letter to a man, I take u^, for instance, 
the lens. This I describe in semi-technical terms, stating why 
this particular lens or combination of lenses will do the best 
work. Then follows a description of the shutter — and so on 
through the principal parts until, if the prospect be seriously 
interested, I have demonstrated, first, that the camera will 
do the best work, and, second, that it is good value for the 
money, 

"In writing a letter, under the same conditions, to a woman, 
I put all technical description in an enclosure or accompanying 
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Sear Sir: 

Welx, how did you find tli« tobacco? 

Z*B aazioua to learn your opinion of Boyal Mixture, 
now that you're burned a bit of it in your pipe. 

I beliere in this tobacoo. and back it up with a guar- 
antee that remoTee all riek so far ae the customer is concerned. 
I refund money without argument if you are not satisfied. 

Royal Mixture is not intended for smokers who are sat- 
isfied with any old stuff that will burn and giro off smoke. It 
is used by people who want nothing but the best and know it when 
they get it. Xt*s the perfection of pipe tobacoo. 

Men who smoke my Mixture for a month can't come down to 
eemmon mixtures again. It spoils the taste for cheap tobacco. 
Smoke a dosen pipes of it and you'll wonder how you erer got any 
comfort out of ordinary smoking tobacco. 

Royal Mixture is skillfully blended from clean, ripe 
leaTes of the rery best tobacco grown. It is neither too strong 
nor too mild — it is precisely what a knowing pipe smoker likes: 
fragrant, satisfying, delightful to nerTes, nostrils and palate. 

There's a glorious, natural aroma about Royal Mixture 
which appeals to a gentleman's nostrils most farorably. Partic- 
ular pipe smokers praise it in the highest terms, and prore the 
sincerity of their praise by ordering it from month to month. 

Shall I number you among the "regulars?" Remember, 
you can't buy Royal Mixture from the retail shops. It goes 
direct from packer to purchaser and reaches you in perfect 
condition. 

The cost is so small, and as you take not a particle of 
risk but can secure full refund of money if dissatisfied, why 
hesitate to order? The responsibility is entirely upon me. 

Vrery day you delay ordering means a distinct loss to 
you of greater pipe pleasure than you hare erer experienced. 

Won't you sit down now. while the matter is right 
before you. fill enclosed blank and mall me your order TODAY — 
THIS MIHUTS? 

Yours rery truly. 



flm i» ifu ktUr re-wriUm §xplaining why ihu tobacco ia euperior. The 
mapcal %$ d$v$rly warded to mtUr the recipient into believing he ie one of 
thoee who know and demand eomething amle better than common. The 
eoU ie kept in the back ground by the guarantee of eatisfaetion and the 

dinener prompte immediate action. 
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foMer and write a personal note playing up the fact that in after 
yean it will be very pleasant to have pictures of self, family, 
baby, and friends. 

'TThese two appeals are the opposite poles of selling — ^the 
one logic and conviction, the other sentiment and per- 



suasion." 



jc and conviction, in fact, are the keynotes to selling men 
by maU. Men fear being "worked;" on those occasions when 
ihey have been "worked," it has generally been through senti- 
ment — ^through the arts of persuasion rather than a clearly- 
demonstrated conviction that the proposition was right As a 
consequence persuasion alone, without a mass of figures and 
instances, does not convince a man. 

A land company uses a novel method of conviction along this 
line, aiming to get the prospect to furnish his own figures. The 
idea is, that these figures, prepared by the prospect himself, 
and the accuracy of which he himself vouches, will work con- 
viction. 

The letter read in part: 



Suppose, ten yeare ago, you had paid down, say |10 en 
a pleee of eheap land. 

Then from time to time you had paid in say |10 per 
month on the saaie land. Had you heen ahle to buy then as you 
oan buy from us now, your land would hare been seoured to you 
on your first payment. 

low figure out what you would hare paid in at |10 per 
■onth in ten years, low, remeabering that well-seleoted land 
doubles in Talus onoe, at least, STory fire years, what would you 
bs worth now. from your |10 a month inTSstment? 



The letter proved the best puller of a series of try-outs, sent 
to professional men and men on salaries. 

Every man has, as a by-product of his every-day experience, 
certain more or less clearly defined impressions. With some 
men these are still in a sort of hazy formation; with others these 
vague ideas are almost a cult. The letter-writer who can tap 
one of these lines of thought gets results in a flash. This style 
of letter is one which, taking a basis of facts common to most 
men, blends them in the letter written, so as to form fixedly 



EXAMPLES OF GOOD PARAGRAPHS 111 



from the prospect's own ideas and experiences^ a firm conviction 
that what the writer is saying is absolute truth. 

A letter of this character is one put out by the president of a 
southern real estate company, which is a model of conviction: 



"It has 'been my cuBtom for the last tweaty-fire years 
to return to the home of ny ohildhood, Alhaay. Oa. • about onoe 
erery two years. Ahout a year ago, when I returned to Alhany. I 
found only a few signs orer the store doors the saae as when Z 
left the old town twenty- fire years ago. During that twenty- 
fire years nearly all of those 'strugglers for wealth* in the 
mercantile lousiness had either failed or had died, and in dying 
left praotioally nothing. 

"I aa going to tell you ahout the win in that little 
town who turned to he 'the one la a hundred. * I aa profiting 
today hy the one great lesson I learned from that van's life. 
He was working on a salary when I left, and continued to work on 
a salary for years after I left Alhany. He would only laugh at 
you if you suggested that he put his sarings into any aeroantile 
enterprise, hut if you wanted to sell him a good piece of real 
estate he would *sit up and take notice. * He had a mania for 
buying real estate. He would buy real estate Just as long as he 
could raise a dollar. He would buy it *going and coming. * He 
would buy, buy. BUT, ALL the time, but he 8XLD01I sold a piece. 

^ "After a few years his rents enabled him to buy so fre- 
Quently that he became the owner of property, literally ALL OVXR 
ALBAHT. This man died three years ago at which time he had the 
largest income and the largest fortune erer made by any liring 
being in Albany, and he made it in real estate right there in 
that little town. Had he lired in a rapidly growing city there is 
no telling what he would hare accunulated. This man inherited 
nothing, and, as Z said, was working on a salary when 1 left 
Albany twenty-fire years ago. Be gare each of his eight children 
the finest education that money could seoure in Georgia. Be gare 
each a comfortable home before his death, and he gare to SACH of 
those eight children by his will $50,000. 

'My friend, you would hare a hard task if you undertook 
to find a man who has been engaged in more different enterprises 
than myself. WheneTor 1 put money into any kind of business 
venture. it*s only a Question of a few short years when I lose 
BVXRT BXD CXBT. WheneTer 1 put money into real estate I alaost 
imrARIABLT make money, and 1 say to you posit irely, that if I had 
a business enterprise today which I oould sell for so little as a 
thousand dollars, or so much as a million dollars, Z would close 
it out Just as quickly as Z possibly oould, and like John A. 
BaTls, of Albany, Oa. , Z would put erery dollar in real estate." 
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By the time the prospect has read facts drawn from the 
writer's experience and fitted these facts to his own experience 
he is convinced — and ready to buy. 

Another land company sent out a five-page letter — enough to 
smother whatever interest might have been attracted by the 
advertisement. Here is the third paragraph from the letter: 



"At you were attraoted by thie iiiTestBeiit opportunity 
After reading the etraight faote regardinc it. Z hare eeae to 
belioTe in your Judgment ae a oareful and prudent person who 
reoognisee the ralue of a good, peraanent, pronieing inTOst- 
■ent." 



That's enough! It is barely possible that the first few para- 
graphs mig^t arouse your interest enough to glance through the 
five pages, but this crude attempt to flatter you is such palpable 
"bunk" that you are convinced there is not the sincerity back of 
the letter to make it worth your while — and five pages more are 
headed for the car-wheel plant. 

The "man appeal" is one that draws strongly from man 
experience. Ambition, responsibility, logical arguments, reasons 
why — ^these are the things that the correspondent keeps con- 
stantly before him. They all have root in experiences, habits of 
thought and customers which distinguish men; they are more 
exclusively masculine attributes^ that play an important part in 
the^make-up of letters that rivet the attention of busy business 
men. 



How To Write Letters That 

Appeal to Farmers 

PART Vm THE APPEAL TO DIFFERENT CLASSES CHAPTER 9 

THE FARMER is a producer of necessities, 
hence he is a shrewd judge of what necessities 
are. More^ he has always %n mind a list of 
necessities that he intends to purchase — when he 
'*can afford it/* For this reason the letter that 
sells goods to him must either stimulate him to 
an immediate purchase of an article on his "want 
listj** or to displace a necessity thai is already 
there with sornieihing MORE necessary. So the 
letter that sells goods to him mvM appeal to his 
needs — and give him detailed specifications to 

think about. 

DOES it appeal to the farmer's need," is the overhead 
question which is back of all advertising directed at the 
man living on a farm. It is not necessary to go into 
proofs; the reasons are apparent 

"All other things being equal/' says the chief correspondent 
for one of the big mail order houses, "the surest sale is &e item 
that the fanner patron feels he must have. Even after making 
money enough to be classed well-to^o, the farmer persists in his 
acquired mental habit — ^he tests every 'offer' put up to him by 
his need for it — or rather whether he can get along without it. 
This predisposition on the part of the audience to which the 
letter is addressed is to be borne in mind constantly — that the 
farmer thinks in terms of necessities." 

So the mail order firm shapes its appeal to the farmer, 
emphasizing the need of the merchandise it is offering, and at the 

lis 
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same time it bears down heavily on the advantages of buying 
direct. 

And while the easiest way to reach the farmer's purse is by 
appealing to his needs — ^the practical value of the article or goods 
advertised — ^the correspondent must keep constantly in mind the 
particular manner in which the appeal can best be made. The 
brief, concise statement that wins the approval of the busy 
business man would slide off the farmer's noind without arousing 
the slightest interest The farmer has more time to think over 
a proposition — as he milks or hitches up, as he plows or drives to 
town» there is opportunity to turn a plan over and over in his 
mind — give him plenty to think about. 

The farmer's mail is not so heavy but what he has time to 
read a long letter if it interests him, and so the successful corres- 
pondent fiDs two or three pages, sometimes five or six, and gives 
the recipient arguments and reasons to ponder over during his 
long hours in the field. One of the most successful men in the 
ma2 order business sometimes sends out a seven page letter, 
filled with talking points. **It will save you money" — "I want 
you to compare the Challenge with other machines*' — "Shafting 
of high carbon steel" — "Clearings set in phosphorus bronze 
bushings" — '*Thirty days' free trial" — **Try it wiQi your money 
in your own pocket" — "$125,000 guaranty bond" — ^point after 
point like these are brought out and frequently repeated for 
emphasis. 

The head of the English department in the university would 
be pained at the lack of literary quality, but it is a farmer's letter 
and it follows the grooves of the brain in the man who is going 
to read its seven pages. And after all, the writer is- not con- 
ducting a correspondence course in rhetoric; he is selling imple- 
ments and is not going to chance losing an order because his 
proposition is not made perfectly clear — ^because it shoots over 
the head of the reader. And the correspondent not only tries 
to make his proposition clear but he tries to get up close to the 
recipient in a friendly way. The farmer is awed by formalities 
and so the writer who really appeals to him talks about "You 
and Me." "You do that and I ^nll do this — ^then we will both be 
satisfied." One successful letter-salesman seldom fails to ask 
some direct question about the weather, the crops, the gen- 
eral outlook, but he knows how to put it so that it does not 
sound perfunctory and frequently the farmer will reply to this 
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question without even referring to the goods that the house had 
been writing about. Never mind! This letter is answered as 
promptly and carefully as if it had been an inquiry concerning a 
large order. 

HOW DIFFERENT ARGUMENTS APPEAL TO FARMERS 



Price Paramount 

Quality Essential 

Style Unimportant 

Sentiment Lacking 

Flatteiy Useless 

Exclusiveness Ineffective 

Testimonials Reassuring 

Reputation Valuable 

Utility Vital 

Service Appreciated 



Such attention helps to win the confidence of the farmer and 
the knowing correspondent never loses sight of the fact that the 
farmer is, from bitter experience, suspicious especially of propo- 
sitions emanating from concerns that are new to him. After one 
or two satisfactory dealings with a house he places absolute faith 
in it but every legitimate mail order concern is handicapped by 
the fact that unscrupulous firms are continually lying in wait for 
the unwary: the man with the county rights for a patent chum 
and his brother who leaves a fanning mill with a farmer to demon- 
strate and takes a receipt which turns up at the bank as a prom- 
issory note are teaching the farmers to be guarded. Many of 
them can spot a gold brick scheme as soon as it is presented. 
Therefore tiie correspondent has to keep before him the fact 
that the farmer is always wary; his letters must be so worded 
that no obscure phrase will arouse suspicion; no proposition 
will admit of two interpretations. 

So the guarantee and the free trial offer are essential features 
in letters that sell the farmer. In hundreds of letters from manu- 
facturers of goods that are sold by mail to the fanner, nearly 



« 
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every one throws into prominenoe the guanmtee and the free 
trial offer with money refunded if the purchase does not prove 
satisfactory. 

A manufacturer of farm implements puts this guarantee into 
the first person effectively. 

Such a letter carries conviction; you are impressed by the 
fact that 40,000 farmers consider this spreader the best; the offer 
of comparison and demonstration seems conclusive that a 
comparison is not necessary; you feel that the man who bought 
a different kind of spreader must have acted hastily without 
investigating the merits of this particular machine. 

The farmer is usually open to conviction but he has to be 
shown." After he has had successful dealings with a house 
for several years he readily accepts its assurance that something is 
just as good at a less price than what he would buy of a retailer, 
but he can most easily be won over by strong "why" copy. An 
educational campaign is almost always necessary for the farmer 
who has never bought goods by mail; to pull him out of the rut 
of established custom it is necessary to present facts and figures 
to convince him that the direct-to-tiie-customer method is to his 
advantage. 

To get this to the eye and mind in a striking way is the first 
requisite. 

A Cincinnati firm selling buggies uses a comparative table at 
the bottom of the first sheet of the first follow-up, as follows: 



COST OF RETAIL PLAN COST OF OUR FLAN 

Actual factory cost of buggy . liS.OO Fac^tory cost . . liS.OO 

Factory selling expense .... 4.00 Selling expense . . 4.00 

Salesmen's expense 4.50 Our profit . . . 6.75 

Factory profit 7.00 OUR SELLING 

Retailer's selling expense ... 5.00 PRICE .... 158.75 

Retailer's profit 15.00 

DEALER'S SELLING PRICE $78.50 



This makes the prospect stop and think if not stop and figure. 

Another carriage manufacturing company uses a somewhat 
similar method of comparison but introduces it at a different 
point. Between the first and second pages of a three page 
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fcdlow-up, a sheet in facsimile handwriting is introduced forming 
a marked comparison, mechanically, to the typewriting preced- 
ing and following it. 



Problems of Dollars and Cents saving easily saved. 
RetaU Dealer's plan of figuring seUing price. 

Actual factory cost of bu£^ $46.25 

Erpense and salary, trav^mg salesman, about 10% 4.50 

Jobber's profit— at least 15% 7.00 

Retail dealer's profit (figured very low) . . . 20.00 

Losses from bad debts 2.50 

RETAIL DEALER'S SELLING PRICE . . $80^ 

My Plan of Figuring Selling Price. 

Actual factory cost of buggy $ 46.25 

En)ense and salary of tra^eung salesmen . . nothing 

Jobber's profit nothing 

Retail detuer's profit nothing 

Losses from bad debts nothing 

My one small gross profit 8.50 

MY SELLING PRICE $54.75 



This "saving sheet" can not fail to attract greater attention 
by meaM of its form and place of introduction than though it 
were typewntten and in regular order. 

Right-out-from-the-shoulder argimients and facts may also be 
used to good advantage in handling competition. What the 
farmer wants is to know whether the other goods are as repre- 
sented; whether the proposition has any holes in it. If the seller 
can give him facts that prove his product better than others, 
honestly and fairly, it does not boost the competitor but helps 
to sell his goods. 

A cream separator manufacturer claiming a simple machine 
now presents illustrations in his catalogue of the parts of other 
machines used in the actual separation of the cream from the 
milk. Th.s comparison shows tiiat his machine has fewer parts 
and consequently will stay in repair longer and clean easier — 
two important points. 

Where a competing firm enters the field with a cheap quality 
of goods that would react against the trade, it is sometimes policy 
to put the facts before the prospective buyers. 
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Thii was done by a Winnipeg manufacturer of metal culverti 
after the following plan: 



Last Kay a f im aanufaoturins aetal soodt attaaptad 
to aatar tha oulrart fiald in Wattara Canada. Wa saat out a 
lattar to arary Counoilor In Kanitolsa and Saakatehavaa thoviac 
tha vaakaats of its oulrarta. It looks at thoush our lattar 
aattlad all ohaaoa of talllns tha kind of oulrart it vaa aakinc. 
for it iaaadiataly quit tha oaapaign for hutinota. Wa do not 
think a tinsla oulrart waa aold. 

The aaao ooapanj ia asain aakias and effort to antar 
tha field, and wa would bo ploaaod to aoa it cat a nioa huaiaaaa 
if it aold a cood oulrart; but aa Ions aa it aolla anythins lika 
tha ona now adrortiaod wa shall aoat rigoroualy oppoao it bO' 
oauao wo are oortain the oulrarta will not giro aatiafaotion. 
and that will aoan purchaaera will be rTy auch diaappointad, and 
will hare a tandenoy, aa a raault. to be oppoaed to all aetal 
oulrerta; their diaappointmeat will be ao great that it will 
reaot againat our oompany. 

Look at the illuatration in the magazinea of the neat- 
able culrert — a man ia pinching the aetal on the lower aeotion 
of the oulrert baok upon itaelf . There are rery few aaohiaa 
ahopa in the country in which the heary aetal we uae oould be 
bent. At any rate, to bend back our aetal, you would require a 
aaehine ahop whererer you were doing your road work. Take a 
aledge haaaer the next tiae you aee one of our oulrarta and 
prore to youraelf the taak that would be before you to bead our 
oulrarta. Tou aiaply oould not do it. 



The farmer who receives such a letter, if not entirely con- 
vinced, is at least reasonably certain to make an investigation 
before placing an order with the firm selling culverts that can be 
bent by hand. And it is probably a good thing for the business 
that such efforts are being made to protect the public against 
inferior goods. 

Experience has shown that while offers to the farmer must 
be clear cut, the chances of pulling an order are increased if he 
is given a number of options as to price, plan of payment and 
different kinds of items open to purchase. He does not like to 
be restricted to one particular item, or one arbitrary form of 
payment. This fact was long ago recognized by the large 
catalogue houses, for they aim to offer several kinds and sixes 
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under every item listed. It iias been found that where both the num- 
ber of items and options in a line is doubled or otherwise substan- 
tially increased, that the percentage of sales immediately increases. 

A company in Canton, Ohio, putting out a line of sprayers, 
offers on the back of its order sheet four sprayers of different 
prices and four forms of making payment for each sprayer. 
This gives the prospect sixteen options — one of which will look 
best to him, when he sends in his order. 

This information is printed on the back of the order sheet, 
where it can not get separated from it and where it will have a 
"last appeal." 

The mail order houses have been vieing with each other in 
trying to find unique appeab to the farmer. To this end profit- 
sharing plans and various premium schemes have been intro- 
duced, in some cases with phenomenal results. 

While the farmer is no different from the ordinary public in 
wanting to get his money's worth he is open to conviction through 
smaller devices than is his city brother. And the "novelty 
device" appeaLsi to him strongly. 

An Ohio company putting out buggies as a main product, 
adds an insurance policy as a clincher. The purchaser is him- 
self insured for one hundred dollars payable to his heirs in case 
of his death; the buggy carries an indemnity of not to exceed 
fifty dollars, covering accidents along the line of breakage or 
damage in accidents or smash-ups. This insurance, under the 
policy given, is kept in force a year. 

lliis extra not only acts as a sales argument but a basis for a 
talk like this: 



The 8. & W. pleasure Tehiclet hare been tested "bj in- 
suranoe ooHpanj officials. They hare been prored praotioally 
unbreakable, the material and durability surprisins the insur- 
ance officials. Insurance is not issued on sickly persons, 
weak buildincs nor on inferior rehiolee. It is because our 
rehioles are so well aade that insurance is permitted. 



This makes a convincing talking point, particularly to the 
man who is not familiar with accident indemnity, and to the 
young man who is about to buy a "rig" in which he may attempt 
to demonstrate that no other man cah pass him on the road. 
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When it comes to framing up a campaign there are many 
points, minor in themselves, but each having its significance, 
that it is well to consider. It frequently happens that not enough 
attention is paid to the stationery that is used for farmers, but all 
these things have their influence in prejudicing the recipient for 
or against a new house. 

"It is a good rule in writing the farmer to diversify your 
stationery," says a mail-order man who has sold a wide range of 
specialties. "The reason for this lies in the fact that when a 
farmer has been drummed about so much he may grow resentful 
at the persistence. We aim, not only to present the proposition 
very differently each time, but we use different size envelopes, 
different letterheads and markedly different enclosures in each 
follow-up. 

"Particularly along rural routes, where tiie men folks are in 
the field when the carrier comes, I aim to change envelopes and 
letterheads. I never want the housewife to be able to say to 
the man of the house when he asks what mail came, that there's 
'another letter from the firm that's trying to sell you a cream 
separator'." 

A New Jersey piano and organ house uses a variant of this 
method. The president of the company, who also occupies the 
same position with the local bank, writes the prospect as follows: 



"Trom reports furnished me l)y the Brownins Company, of 
whioh I have th* honor of being president, as well as president 
of this bank, I notice that, although you wrote to my firm 
presumably with the intention of purchasing a piano or organ, 
you have not sent your order. 

"How, I SJD quite sure you intend to place an order 
somewhere and I etm going to take your case up personally and see 
whether I cannot show you how greatly to your interest it is to 
buy an instrument of our manufacture. " 



This not only answers the purpose of a variant but adds con- 
fidence to the proposition as the president of a bank is commonly 
associated with honesty and reliability in the minds of all. 

To make ordering easier and to get the farmer to "act now" 
the coupon or the enclosed postal card is widely used, good for a 
limited number of days. This makes it easier to send for cata- 
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logue or a free tiial or whatever is advertised. It is a spur to 
action and results in adding many names to the mailing list, of 
persons who might never respond if they had to wait until they 
found pen or pencil and paper — ^and a convenient opportunity. 

A rebate check is another popular scheme for inducing the 
customer to order. An old mail order house calls attention in 
the first paragraph of the first form letter sent out with a catalogue 
that accompanying it is acheck for one dollar to apply on a first order . 

This Older is made out in the form of a personal check, filled 
in with the prospect's name. It is, to all intents and purposes, a 
personal check, only payable in goods instead of cash. 

Similar use of the check method of exciting interest is also 
used by a Detroit incubator manufacturer, who finds that many 
who have resisted other appeals answer to the chance to convert 
a check into a saving. 

This same firm also adds as a clincher an offer to pay the 
freight, on certain lines of goods, so that the catalogue price 
becomes actual cost instead of cost plus freight charges. 

Such inducements come home to the farmer; anything on the 
"something-for-nothing" order appeals to him. 

Aside from the nature of the proposition and the way it is 
presented, there is the all-important element of seasonableness. 
The man who has always lived in the city might understand the 
general^'principles of mail order selling and have a good proposi- 
tion, but his success would be indifferent unless he understood 
the meaning of timeliness in reaching the farmer. If your letter 
or advertisement catches the eye of the farmer he will in all 
probability put it away in the shoe box back of the chimney until 
ready to buy; it would be almost impossible to train enough guns 
on bim during the rush season to force his interest. It is a com- 
mon experience with mail order houses to receive replies to letters 
or advertisements six months or a year after they are sent out — 
sometimes years afterwards. TTie message was timely; it 
wormed its way into the farmer's "'mental want list" and blos- 
somed forth when he really needed it or felt that he could afford it. 

Only a carefully kept record-of-retums sheet or book will 
show when sales can best be made on a particular item, and the 
shrewd manager will test out different items at different seasons 
before launching a big campaign which may be ill-timed. 

**The winter months are the best timejfor comprehensive 
information to soak in — ^but the letter generally is not the place 
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for this. Put personality in the letter — specifications in the 
circular." This is the advice of an experienced correspondent 
whose length of service enables him to speak authoritatively. 

''We plan to get matter to be studied and absorbed, to the 
farmer in the North Central states, from January fifteenth to 
March fifteenth. This may vary some with the season. April 
and May show the results of spring work on the farm; our 
records show June and July good for many lines, the farm rush 
having let up to some extent August, September and October 
are months bringing increasing business; while crops are being 
turned off in the fall there is more money and consequently more 
buying. 

"These times affect the kind of letter that appeaJs. A winter 
letter may be long, verbose and fuU of interesting information; 
the farmer will read it carefully. This is the time to get in speci- 
fications, estimates, complicated diagrams, long arguments 
which require study. 

"Letters for the work months need to be short and snappy, 
both to insure reading and to act on a tired mind. 

"Replies to inquiries or from advertising can not be governed 
greatiy by the factor of timeliness; but in the use of lists it is a 
great factor. We aim, on lists, to get informational matter to the 
customer thirty to sixty days before the dates of greatest ordering." 

And then finally tlie proposition must be made so plain that 
there is no possibility of its being misinterpreted. What a city 
man who is a wide reader gets at a glance, the ordinary farm, 
owner or farmer's boy — often with only a rudimentary knowledge 
of English — ^must study over. 

"So needful is the observance of this principle in our busi- 
ness," sa3rs this manager, "that our sales letters have come to be 
almost a formula. 

"First we state our proposition in some such wording as this: 



We want you to have a Lishtning Separator on full 
thirty days' trial, freicht paid by us — you to return the sep- 
arator at our expense if you do not like it. 



"This states the proposition just as plainly and simply as we 
can state it. We then proceed to take up each element of the 
offer and make it as plain and plausible as possible." 



MAKING PROPOSITIONS PERFECTLY CLEAR 19S 

In this case the elements are: 

1. The thing offered. 

2. Time of trial. 

3. Freight paid. 

4. Betinrn privilege. 

"All the letter is a plain exposition of 1, 2, 3, 4 — the preceding 
paragraphs are summarized and connected. For instance after 
the item offered has been treated and the length of trial made 
dear, the two are summarized thus: 



The separator, we offer is not only the 'best that 
money can buy but it it duet what you need -»no wonder we are 
willing to give you 30 days in which to try it. 

But what about freight? 

Just this. 



'Then we explain freight paid and return privilege. This 
gives a continuous and increasing summary straight through the 
letter, which closes with a recapitulation of the proposition." 

"The aim of putting several summaries of the proposition in 
all sales matter is so that there can be no possible mistake about 
the proposition, for thousands of propositions are turned down 
by people on farms simply because the reader does not quite 
understand everything." 

The farmer is in constant dread of "being caught" and there 
ia little likelihood of his taking advantage 9f any offer that is not 
absolutely clear in his mind. The letter writer must realize 
what a point this is with the average farmer. What a city man 
does he can keep to himself; if he buys a gold brick he gets rid of 
it and forgets the transaction just as quickly as possible. But 
what the farmer does is neighborhood gossip. If one of those "slick 
city fellers" sells him something he can't use, every one knows it. 

Make the proposition clear — so clear that every one in the 
famUy can understand it, for usually purchases are talked over 
for days before an order is finally sent out. Take into account 
the farmer's suspicious nature and bear down heavily on the 
utility of the article. There is no hidden mystery in reaching 
the rural prospects but they must be handled with discretion and 
with an understanding of the prejudices, characteristics and 
viewpoints of the farmer. 



PART IX 



Consisting of four chapters on the 
subject of "EXTENDING A STORE'S 
TRADE BY LETTERS 

THE man who is satisfied with what comes to 
him unsought answers few knocks at the 
door. 

The stay-at-home misses daily opportunities 
that pass at the next corner. 

And the retailer who is satisfied with serving 
merely his neighbors, blinds himself to plentiful 
patronage that might come with the asking. 

Reach out. City limits need not mark the 
boundary lines of trade. 

Miles vanish before the long arm of advertis- 
ing — barriers of distance disappear. 

The man on the farm — in the next village — 
must buy somewhere. 

Why not of you ? 

^ 

Give him a chance. 
Reach out. 



Drumming Up Local Trade 

By Letters 

PART IX EXTENDING A STORE'S TRADE BY LETTERS CHAPTER 10 

IN a city with a large and shifting trade the 
advantages of general public announcements of 
sales that rea^ch all classes^ a^s in newspaper oA- 
vertisementSy posters and hand-distributea circu- 
lars^ are obvious. But to reach special classes of 
*^ prospects y*^ or to rea^^h customers with special 
MESSAGES the letter offers opportunities with 
which no general publicity can compete. This 
chapter describes when ana how such letters may 
be used — and to whom they may be sent. 



MERCHANTS generally do not make use of sales letters 
on townspeople. They don't know exactly how, they 
shy at the cost, they depend too much on newspaper 
advertising, hand bUls, circulars and schemes. 

But a sales letter campaign is not such a formidable proposi- 
tion. It merely amounts to saying in a letter exactly what the 
merchant would tell his prospects if he made a house-to-house 
canvass for business. 

All he needs is a list of names of probable customers^ These 
he can easily secure from his own records — credit accounts, 
C. O. D. and delivery slips. Additional names can be secured 
from the city and telephone directory and special sources, such 
as are incidentally suggested in this article. The re- 
taUer can either print his letters on his duplicating ma- 
chine or have the work done by a local printer. The names 
and addresses can be filled in by a couple of tjrpists in 
his own office. 

125 



]M THE COSTS OF FORM LETTBRS 

The cost to which he at first objects is not such a big expense. 
If the retailer has a duplicating machine he shouU be able to 
turn out excellent letters for $8 per thousand or less. One 
retailer gets his work done for less than $7. Following is a 
table of expense per one thousand letters: 

Lithographed letter heads (bond paper) $2.25 

Filling in name and address 1 .86 

Duplicating labor and ribbon 29 

Envelopes 1.25 

Addressing envelopes , . 1 .86 

Total $6.51 

If an envelope is used which shows the name and address 
through a glased front surface, the cost of addressing the en- 
velopes is eliminated and the total cost of $6.51 would be reduced 
to $5.15. Adding $20 for two-cent postage it is apparent that 
the retailer can send 1,000 personal letters into 1,000 homes for 
less than $80 a thousand. If he encloses a circular or has to hire 
this work done for him, the cost will run a little above $80 per 
thousand. 

Sales letters usually work better in conjunction with other 
forms of advertising. But there are certain retail stores, both 
large and small, that have given up all other kinds of advertising, 
and have concentrated their enti^s solicitation on letters. 

In an Iowa town, where the local newspapers had a circulation 
of only 1,000 copies a day, a merchant claims that it was necessary 
to use personal letters to get direct results. The newspapers' 
circulation did not reach enough persons, and those they reached 
did not seem to be particularly influenced. The little weeklies 
did not carry much weight either in their news or advertising 
columns and so this merchant was forced to use letters. 

A stationery store in Los Angeles has adopted a plan of 
sending out personal letters to the exclusion of all other kinds of 
advertising. A few years ago this concern used the newspapers 
r^ularly in its endeavor to attract new trade and hold old trade 
to the store. By noting the results of the newspaper adverUsing 
carefully the proprietor decided that he was spending too much 
money for the results obtained. Through a method of listing 
and classifying the people who came into the store he proved to 
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himself that there was too much wasted circulation in this 
method of advertising. 

It was finally decided to try out a series of personal letters, 
using a good quality of bond paper, die stamped letter heads, 
written with a typewriter and signed by the proprietor himself. 
The plan was to make it as nearly as possible a personal 
letter. The success which attended the plan justified its con- 
tinued use. 

The advantages of sales letters, considered from a retail 
point of view, are that your message is transmitted in a personal 
way to each recipient. He takes it to himself and applies it to 



DRUMMING UP LOCAL 
TRADC BY LCTTCRS 




his own needs. Another advantage is that it enables you to 
present your proposition in such a confidential way that your 
competitors are disarmed. Their newspaper advertisements 
whidi are spread before the pubUc give you the advantage. 
Your letters go silently through the mails and do their work as 
confidential agent in each household. 

A year ago in Los Angeles, the furniture stores began an 
advertising warfare, which resulted in a general slashing of prices 
and the subsequent demoralizing of the furniture business. 
Every store suffered but one. This store did not enter into the 
sensational newspaper advertising. The other stores believed 
that this concern had not entered into the campaign at all, but 
they were mistaken. This furniture shop was a quality store, 



1«8 TWO SCHEMES FOR GETTING NEW CUSTOMERS 

selling quality goodft for quality prices. Instead of getting down 
on the same level with its price-cutting competitors, it held aloof 
but here is the point: it dirove home its selling talk with letters 
A series of four follow-up letters were prepared, which were 
maUed regularly to every home in Los Angeles and the suburbs. 
While other stores were confusing and bewildering the public 
with prices that shifted daily, this store, by its letters, was build- 
ing up a reputation for quality goods, sold for one price only. 
The result was that the better class of citizens turned from the 
price-cutting stores, and bought goods of the store which they 
felt was selling a high grade of furniture for just about what it 



Dear Kadam: 

The adyaatagaa of our charsa aooouBt syatam haro Isaaii 
extended to thoutandt of patrons throughout the oountry and the 
earins of time and troul)le ie eo gratifying that they are en- 
thueiaatio in reooomending it to their friende. 

Charge ouetomera may order at any time, "by aail, tele- 
phone, telegraph, or in person, and bill will tt rendered at the 
end of the month when settlement oan be made. One oan in this 
way take immediate adrantage of special offerings. 

If you hare no aooount with us, and are desirous of 
opening one. please fill out the enolosed slip, and we shall 
giro the matter prompt attention. 

We are sending you our supplementary catalogue, oon- 
taining many of the most notable ralues vhioh are now being 
offered, and, if desired, we will gladly forward our complete 
catalogue upon request. 

Respeotfully yours, 



The city departmerU stores no longer look upon charge accounts as an 
accommodatum but a trade^puUing feature as people hwt more freely 
where they do not have to pay out the cash at the time. This letter is a 
deverly worded invitation to open an account. The saving of time and 
trouble is emphasized and the convenience of ordering by mail, telephone, 
tdeqraph or in person is pointed out. Reference is made to a catalogue 
which brings b^ore the reader attractive offerings that could be easily 
ordered if she had a charge account. Special Utters are sent out to 
school teachers, nurses and other desirable customers 
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waa worth. This feeUng of confidence was built up entirely 
with letters. 

And letters may be just as effectively used for overcoming 
prejudice. In Omaiha there is a men's furnishing store» catering 
exclusively to men, and advertising as 'The Man's Store." 
This proved an excellent means for attracting the male trade, but 
where men trade so largely, the women hesitate at the threshold. 
Inasmuch as many women buy considerable clothing for their 
husbands and sons, especially at Christmas time, this reputation 



Dear Kits ]>oe; 

Allow ua to oompllBont you upon tho attainment which 
fite you for graduation and to offer the facilities of this 
eetahliahment in your Queet for hal)iliBent suitable for the 
oooasion. 

We are encloeing a few sfltrnples of appropriate dreee 
materials and desire further to oall your attention to our 
excellent assortment of shoes, cloves , hosiery, lingerie and the 
many little accessories of dress which hy their correctness of 
mode make choosing here always satisfactory. 

We trust to see you soon. 

Sincerely yours, 

BLASK BROTEBRS. 



This letter vxia mailed to each member of the graduating class several 

weeks before commencement 

for masculine^trade was an obvious disadvantage. To overcome 
this the store prepared a selected mailing-list of the names of 
women throughout the city. These names were secured mostly 
from the telephone directory, on the assumption that persons 
who had telephones in their residences were able to trade at 
this exclusive shop. This list was verified and corrected from 
the city directory and other sources^ so that practically all of the 
letters which went out to a "Mn.'* were correct. 

Each woman received a carefully prepared letter, with her 
name and address so well filled in that me communication looked 
like a peEM>nal message. This letter pointed out the fact that 
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this "Man's Shop" was exactly the place to buy Christmas gifts 
for men, that it was in this exclusive shop that the most appropriate 
and acceptable gifts could be secured. In order to drive this 
point home still further and to put the women perfectly at ease 
when they came to the store, an engraved card was enclosed in 
each letter, inviting the recipient to call. ''With our invitation 
in their hands," says the proprietor, "this timidity, modesty or 
whatever you want to call it, seemed to leave." Another plan 
which this store found very successful was an "at home," to 
which every woman on the mailing-list was personally invited. 
Refreshments and music were a feature of this social event, 
much as if the function had been held on a residential avenue 
instead of Sixteenth Street. 



Bear Kadi 

SarlBC !• on« of th« first duties of a nan or a womui. 
If yott are not saTliic soaethlas resularly you are orerlookinc a 
very laportant duty, 

A bank aooount is a sreat ooafort under oertaln oir- 
ouBStanoes, and it is easy to have a bank aooount, for you do not 
haTs to start with a larse sub but nay start in a Tory sBall way 
and add to your aooount froa tiae to tlae. 

We haTs Bany thousands of Bsn and woaen depositinc 
thsir sarinss with us, and we weleoBs you to this aray of thrifty, 
far-soeinc people. 

We understand that you reoelTed one of the TRUTH'S 
hoBe-sarlncs hanks. Tou no doubt obserred that the oheok was 
drawn on this bank. Why are you not uelnc your bank and oheok? 
Just brine your bank in with $2 or Bore and sign for your aooount. 

Bopins to see you eoon, I 



Very truly yours. 



Thsfir$t paragraph is too weachy and lacks in inlsrest value. In the 
second paraara;ph it would he better to specify tome of the circumstances 
under which a bank account is a areat comfort. There is no point to the 
argument in the third paragraph and not enough details are given to 
draw the holder of the check to the bank. As a whole the canvass is weak. 
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kfiB^ 



A quegtion 
that arotues 
interest. 

An effective re- 
minder but not 
ob(f'ecti<mablv 
€tgffre»»ive. 



Hie fact that the 
bank believes he 
intends to start 
an acamnt is 
likely to start 
a man to think- 
ing. 



Good argument 
— one that reader 
will mentaUy 
acknowledge is 
true. 



Courteous sug- 
gestive para- 
graph. 

Another UHU 
appeal to read- 
er's pride and a 
hearty expres- 
sion of good wilL 

The closing sen- 
tence is better 
than the par- 
ticipial form, 
**Hoping to see 
you soon,*' 



S«ar Kadi 

Haren't you overlooked a little natter 
that you had expected to attend to before now? 

Aooording to the Hat turned orer to ut hy 
the 8CBAVT0H TRUTH at the olote of Ita "Sarins 
Campaign" in June, you were one of those who 
a«oured a pooket sarinsB-lBank and a fifty-oent 
oheok at a "nest egg" on an aoeount. 

Tou no dottht recall that the TRUTH'S 
checks were made out on this hank, and the TRUTH 
expects us to report from time to time those who 
have started accounts. Unless you were in 
yesterday (we haven't yet checked up yesterday's 
names) it seems that you haven't used your check. 

Of course you were determined to start an 
account when you received the little hank and 
the check, and we are wondering what has caused 
you to neglect opening the account. It's very 
little trouble you know; come in with at least $2 
to deposit with the fifty-cent check, and the 
whole thing can he fixed up in a minute or two. 

Saving is largely a matter of hahit. 
Those who save will tell you that it is sasy 
after one makes a start. Saving people have Just 
as good times as others — even better, because 
they have the sense of protection against un- 
looked-for expense. 

If you have lost your check, let us know 
and we will replace it from a supply that the 
TRUTH has furnished for such cases. If you do 
not understand Just how the check is to be used, 
it will be a pleasure for us to explain. 

We want to be able to report to the TRUTH 
that you are on the roll of savers, and we shall 
oertainly do all in our power to make you feel at 
home in this bank. 

May we expect to see you soon? 
Very truly yours, 



?^/a-tZ^ '^Mf«^<2^*f^ 



Down in Birmingham, Alabama, a clothing man makes a 
systematic bid for transient trade. Each morning one of his 
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clerks visits all of the better hotels, copying the names on the 
register of persons who have come into the city during the night 
or early in the morning. These names are then carefully '^filled 
in" on a form letter, which invites the visitor to their store, 
something after this fashion: 



We note froa the hotel register your arriral in the 
city, and take this aethod of extending you an inritation to 
Tiait our Clothes 8hop--THl SHOP OT QUALITT. 

This la exactly like one of those little excluslTe 
shops you find on Tifth Arenue in Vew York — only in our store 
you don't pay the exolusiTe prioe. 

While you are here, we would be rery glad to hare you 
look OTor our oolleotion of wearables, whether you are interest- 
ed in buying or not. We will endearor to aake your risit both 
entertaining and instruct ire. 



This same store pulls transient trade in a similar way by 
addiessmg letters to all persons whose amval in the city is 
chronicled in the "personal" column of the daily newspapers. 
A store in Colorado sends out letters to new residents of the 
city, offering a special discount to induce them to get acquainted 
with this store. 

Another progressive merchant has a regular letter to send 
out to people who are moving. Attention is called to the fact 
that moving reveals wants that must be supplied and a list is 
included for convenience in checking articles that may be needed 
such as china, rugs, window shades, linen and other kinds of 
household furnishings. 

This firm also makes a special appeal to all theatrical people 
to whom letters are sent immediately upon their arrival in Denver, 
calling attention to the large line of goods which the store handles. 
"We give a discount to the profession** is the closing para- 
graph that appeals to the vanity and to the purse of actors 
and actresses. 

A general merchandiser at Laharpe, Kansas, sends a letter 
to the children at various times during the year such as at the 
opening of school, inviting them to come to the store for supplies. 
Indirectly the letter is aimed at the parents, but the merdiant 
does not overlook the real worth of the good wiU and friendship 
of the children. 



ADVERTISING FROM SOCIAL EVENTS 18S 

As the society columns of the dafly newspapers chionicb 
engagements, it is the duty of the stenographer of a Birmingham 
clotblng store to enter these names on cards and file them with 
the date of their wedding, so that additional literature of interest 
may be sent to the prospective bridegroom. 



Dear Sir: 

Do 70tt know of any inToatment whloh will pay you lt% 
Sot? Thla peraonal lotter to you tells of one and lt*e an op- 
portunity you should not paes up. 

Piok out any euit or pants pattern, including blue 
eergea, in our tailoring departaent and we will sake up the 
garment for you AT 19^ DISCOUHT. 

Tott know the quality of the work turned out by our 
cutter and tailors. "It's the Best By Test." 

The best dresssrs wear "Ifayer Made" olothes. that's 
why you should take advantage of this 16^ discount. 

Tou don't need your eheek book or any cash when you 
want anything in the line of men's and boys* wear. 

Step into our store, any time, seleot what you want-- 
Just say to the olerk "Plaoe That On Ky Aeoount." 

Very truly yours, 

HATZR BROS. 



Contrasted with the freceeding letter is one sent out by another firm in a 
similar line. No time is toasted in apologies. The first sentence tm- 
pels the attention for no man is too busy to read on and find out about 
that 16% investment: Instead of stating that 'prices range from '*W 
and up** — lohu^ means nothing, — this lAer gives a specific proposition. 
The reader is not offered credit provided he can bring in gUt edge refer* 
enees; he is complimented by the assurance that he does not need a check 
book or cash, for purchase will be charged without question, 

A booklet, '"What Men Should' Wear at Weddings," is sent 
out to those whose social position requires outfits such as this 
store features. The booklet has a cover of heavy white wedding 
paper with title embossed on the front, v It is tied at the back 
with white silk cord and tassels. A half tone photograph of the 
shop interior appears on the second page, while six pages are 
devoted to a thorough description of the proper forms and usage 
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for the bridegroom and ushen* followed by one page of timely 
suggestions as to the proper accessories for the ceremony and 
dia trip. Occasionally it is possible to get the bridegroom to 
suggest this store as a proper place for his attendants and ushers 



Dear Sir: 

Z h%g to tolioit your kind patronase in tha tailorias 
line baoauae I feal Z can offer you better faeilities in erery 
way than you haye been getting. If Z oan*t, don't read any aore 
of what I hare to aay, but aiaply throw this letter into the 
waata basket. 

Z feel that Z aa turning out the beat olothes in town 
for the money. 

Ky prioea range for Suite, ISS.OO and up; Orereoata, 
$28.00 and up; Trousers, $6.00 and up; 7anoy Vesta. $6.00 and up. 

Ky woolens eontain all the latest designs and shades. 
Ky gamsnts ars out, fitted and aads on the abors preniaea by 
■sn tailors. Z out and fit your garments the way you order them, 
bsoauss you'rs ths ons that's going to wear ths olothes. 

Z guarantss to prsss and repair any garmsnt Z make 
frse of oharge for one ysar. Z solielt open aooounts when 
propsr refsrenees are furnished. 

Thanking you for your attention, and trusting 1*11 
haTS ths pleasure of your calling on me in the nsar future, Z bee 
to remain. 

Tours Tsry truly. 



A letter that is a good example of wasted ammunitum. The vrnter 
apologizes from the first sentenoe to the last— few readers would resist 
the invitation in the first paraaraph to throw the letter into the wast» 
basket. The writer begs to solicit patronage and begs to remain very 
truly; he "feels thai he can offer better facilities'* am feels that he %a 
turning out the best dothes,^* ne solicits the reader's open account — if 
proper references are furnished. Three of ^ six paragraphs begin with 
*7 and two other* start off with '^My?* Every sentence hut the last 
one starts out in the first person. The **you** element is entirely lacking, 

to secure their cravats, gloves and such other accessories as 
they may need. When this permission b secured, each atten* 
dant and usher is sent an engraved card which has space reserved 
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for the bridegroom's name, advising them of the fact that the 
store had been commissioned to perform this service. 

It has been the successful experience of this store that a 
diligent follow-up series of letters is productive of business which 
might otherwise be distributed among several merchants, with 
the result that a uniformity of accessories at weddings, so 
essential to this most formal function, would be made impossible. 

Another merchant in a western city keeps a record of engage* 
ments and weddings and a letter is sent to the brides. **The 
preparation of the home is the point where we meet on common 



Dear Sir: 

Toa are the only one who ean solTe the following prob* 
lem. We are "etumped." We hare done our beet but the problea 
reaains unsolTod. 

Our eustom tailoring departaent turns out "Blank Made" 
•uits, known ae olothea of refineaent. Ho better suits aade. 
Triaaed and fashioaed faultlessly. Issentially the olothes of a 
gentleaan. 

The Problea; 

Why hare we not had the'pleasurs of taking your order 
for a fall suit? SoIts the problea for us, let us taks your 
aeasure today in order to haye your suit ready for eold weather. 

Tours Tsry truly, 

BLAIK BR0TEIR8. 



Thi» letter — worded as a "reminder'* — brought in many orders from 

regular customers 



ground."lsThis opening paragraph seldom fails to arouse an 
interest that assures the reading of the sales talk which follows. 
This firm aW finds a successful trade puller in the campaign 
directed each spring to the members of the graduating class 
calling attention to the Commencement Day needs that the 
store supplies/' 

'-^r. In a little'^Eansas town a jeweler secures a list of all the 
invited guests^to weddings, birthday parties, anniversaries and 
other occasions which call for the presenting of some gift or 



IM DEMONSTRATIONS IN THE HOBJE 

lemcmbmnoe. To each of tbeto penona he niaib a camfullj 
prepaied letter, pointing oat what it proper to give at this 
paiticukr function, and describing the wide variety of articles 
which may be procured at his store. He has been unusually 



Dear Madaa: 

The only thing that haa kept you f ron buying a KAOIC 
yACTJUlf CUAntR long hefore thia it that you are still a little 
in doubt aa to ita Talue--you atill heaitate to belieye that it 
offers positiTsly the biggest ralue that your money ean pur- 
ehaae, whioh neana "purchasing satisfaction.' 

Thsrs ars a numbsr of ways in whioh we night ones and 
for all tiae renore your prejudice, your doubts, your aisgiT- 
ings. We night point to the nine thousand or more aatisfied 
purohasers. We might show that ths Magie Ifanufaoturing Coapany 
ia away behind orders. We aight show you in our salesrooa how 
quickly and saaily ths elsaner does its work also proring to you 
that it doss not wsar ths finsst rugs, oarpsts or drapsries. 

But ws haTs a far better plan than any of thess. 

Tou are to try the Magic Taeuua Cleaner in your own 
hoae for two weeks — f iftsen daya—AT OUR RISK. 

Simply sign ths snclossd request and the MAOIC will be 
delirered to your home, ready for uae. Then put it to a teat aa 
thorough — as seTere--as you wish. If it doss not acre than 
please and aatisfy you in sTery particular, simply say so and 
we will remoTe it at our expense and refund erery penny of your 
depoait. 

If yeu are as thoroughly satisf isd as the nine thousand 
others who hare purohassd, you hars simply to eontinus making 
the aaall monthly payments. Could ws possibly make a fairer or 
more liberal offer? Could any offer more olearly prore our 
absolute faith in the Magio Vacuum Cleaner? 

Accept thia offer today. Simply aign the enolosed 
blank, and mail now and the cleaner will oome to you at once. 

Toura faithfully. 

MAOIC MAKU7ACTURII0 CO. 



Her$ 18 a letter from a merchant who ia piuhing an article that can beet 
be sold by having it demonstrated in the home. Without wasting words 
the letter presents arguments and a strong inducement. It goes straight 

to the poirU and carries conviction. 



HOW THREE RETAILERS MADE UP USTS 1S7 

successful with this scheme. Recently he was able to secure the 
names of only twdve persons who were invited to one of the wed- 
dings in his town, but out of the twelve letters sent to these per- 
sons he made eleven sales. 

In Denver a custom tailor, doing a small business in three 
back rooms of an office buOding, decided that there was business 
in his part of the city which he should secure. In his build- 
ing and in the immediate neighborhood there were located 
a large number of professional men. To test out his plan, 
he selected from the city directory, the names of 250 phy- 
sicians who had offices near his shop. Form letters were got- 
ten out and the names and addresses were carefully filled in. 
The letters were mailed under two cent postage and in every way 
made to look like personal communications. From the first 
letter the tailor received $450 worth of business. His trade has 
been very largely increased since with a series of follow-up letters. 

A tailor in Chicago with a very poor location turned this into 
a selling argument by the use of letters, in which he pointed out 
that he did not have to pay high rent, that he did his own cutting, 
that he had not tied up a large amount of money in stock and 
fancy fixtures, that he sold from samples and in this waj gave the 
customer a much larger selection, that all of this meant an enor- 
mous saving in money during the year, that he gave the benefit 
of this saving to customers; that instead of putting it into plate 
glass partitions, high priced cutters and oriental rugs, he put it 
into the quality, fabric and workmanship of his clothes. 'This 
same attitude has been very cleverly worked out with letters by 
retail stores on side streets and in poor locations. They have 
pointed out very clearly why goods bought on Main Street cost 
more than the same goods purchased at their stores, which are 
out of the high rent district. 

In Lincoln, Nebraska, a tailor has built up his business 
entirely by the use of carefully prepared personal letters, written 
on note size paper and given a quality tone throughout. These 
letters were built up on the campaign for credit accounts. They 
pointed out how easy it was to establish a credit account at this 
store, and once it was established, how satisfactory the customers 
would find the arrangement. 

In working up such a trade the letter is superior to 
any form of geneiul publicity, for the tailor could restrict his 
campaign to those persons whom he knew to be good credit risks. 
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THE APPEAL TO ECONOMY 
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tear Itadta: 

Xf 70tt want t% radooa your le« bill any 
vhera from 2t% to SS)C--lf 70a want to get full re- 
frigerator Talue for oTory ounce of ioe you boy-- 
thia la your opportunity. 

The oost of liTing ia inoraaaing dally- 
to that the housewife today who wishes to reduoe 
her household expenses must he on the alert for 
any new improToments that mean eoonony. Tou will 
find by aotual test that the new Arotie Inamel 
Refrigerator will not be an expense- -but an in- 
Testment that will be returned to you before the 
and of the summer. 

The materiala used in the oonstruotion of 
this refrigerator axid the soientifio prinoiples 
on which it is dssignsd maks for eeonomy and 
oonrenience. and it is at all times absolutely 
sanitary. With ordinary oara it will last a life- 
time — saying you money erery year you use it. 

The Aretio is lined with white anaaal 
throughout and is absolutely air tight. It io 
iapossibls for moisture to aooumulate on the 
walls of the proTision ohambsrs. on aeeount of 
perfset drainags and dry air eireulation. It la 
easy to keep olean, no comers or angles for tha 
accumulation of dirt. Vrss oiroulation of dry 
air at all times prsTonts offansiTo odors or 
eontamination of foods. Tou ean place milk, but* 
tor. eggs, ohssse, fruit and regetables all in 
ths same compartment without the least danger of 
eontamination. 

Many of the largest hotels in the coun- 
try and nearly all the railroads hare adopted the 



H0r§ ii a Btrongt vM balanced Utter to a local automer. It containe 



This merchant recently galvanised his list of prospects by 
getting up a clever scheme with an imitation telegraph blank. 
It was only a few weeks before Easter and for some reason the 
men of the city had been very slow in ordering their spring suits. 
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Ea$y to order 



Arotle system of refrlceration--and tlisr* It a 
reason for this. These hotels and these rail- 
roads are managed hy hardheaded, shrewd business 
men- -men who knov. They found from exhaust ire 
tests that this was the most satisfaotory refrig- 
erator STtr put on the narket. 

Make up your mind that you will reduce 
your ioe bills in the future. Make up your mind 
that hereafter you will keep your food in a sani- 
tary condition. This opportunity is yours — it is 
within your easy reaeh. 

Tou simply oannot afford not to inyesti- 
gate — when you oan test this wonderful refrigera* 
tor at our risk. Why not drop into our store and 
examine the Arotie--you will not be importuned to 
buy. Or. better still, sign and mail the en- 
olosed card to us promptly and test this refrig- 
erator in your own home for ten days. If you are 
not more than satisfied with it, if you do not 
find it more than we claim, simply notify us and 
we will call for it and the experience will not 
cost you a penny. 

If this refrigerator were not right; if 
it did not giTt absolute satisfaction, surely 
we could not afford to make such an exceedingly 
liberal trial offer. We guarantee that it will 
be satisfactory to you and we will take up with 
you promptly any suggestions you may hare to 
make regarding it, once you give it a test. 

In sending us the eard you do not bind 
yourself to do business with us, so mail it now 
before you lay this letter aside. 



Very truly yours* 



oR of the etseniial elemental logically and convincingly arranged 



In order to impress upon them the closeness of Easter and the 
necessity of getting their orders in soon if they wished to secure 
their suits for this day» the tailor wrote a short note on telegraph 
blank, and had them delivered by one of his boys dressed 



UO GETTING NAMES OF CHILDREN 



in uniform. The telegram was a personal typewritten note, 
which read; 



Linooln. Ve^r. 
C. Ulinger. City. 

Call Auto. 664S and autk* an appolntnant this vaak in 
order that ve nay take your measure and hare your suit finished 
for laster Sunday, Maroh 27th. 

Spring woolens are now ready for your iaspsotion. ' 

Mayer Eros. 



These mesiogee in the familiar yeUow envelope were delivered by a boy in 

uniform and had every appearance of a real telegram. The novelty vxm 

attention and reavUea in the immediate placing of many orders, 

A Lincoln department store at Christmas time greatly swelled 
the receipts of its toy department by advertising in tiie news- 
papers that *'Santa Claus" would place a small remembrance in 
each child's stocking left at the store before a certain date. 
When the stocking was left, the child's name and the name and 
address of its parents were secured. This was the basis for an 
excellent mailing list. A few days before the date set when 
"Santa Claus'' would hand out the stockings, each child received 
a personal letter from him, telling the child that he feared it was 
impossible for him to see all of the playthings the morning he left 
the stocking on account of the crowd, and suggesting that he 
come again with his father or mother and show them just exactly 
what he wanted for Christmas. This scheme worked very 
satisfactorily. The mothers were much delighted, and the 
happiness of the children can be imagined. One of the biggest 
advantages of the form letter as used on city customers is that 
it enables the retailer to select those prospective customers 
which are the most desirable. This becomes especially important 
when the retailer has some particular offer or announcement to 
make, which might be made better in a confidential manner. 

Recently a laundry in Texas built up a mailing list of persons 
who were not then patrons of the laundry, but who would be 
desirable customers. Newspaper advertising had failed to 
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i;««r Madam: 

This is one of those stores away from the high rent 
Aittriot— where you get full value for your money«-that yoa 
ooeasionally run aoross. 

After you read this letter Z want you to Tisit this 
etore--hut don't expeot to find it fitted up with ezpensiye 
fixtures, solid mahogany eounters and waiting and rest rooms. 

When you walk into a store and find these. Just stop a 
minute and ask yourself the question, "Who pays for all of these 
ezpensiTS things?" You will not hays to he told the answer. 

HaTing answered the question to your own satisfaction. 
I want you to take into eonsideration the fact that there are 
only two meahers in our ooneern and that they devote their entire 
time to the husiness. The heads of departments help to wait on 
the trade--in fact, this store ie run along as eoonomieal lines 
at possihle and the enoromous saving is given to our customers 
In the low prices at which we sell our goods. 

When you get a bargain at our 8tore-*and you get many 
if you trade with us — tell your friends about it, let them know 
Just what you paid for it and have them compare its value with 
similar purchases they have made in the high-rent district. And 
he sure to tell them, too, that I put the value into the goods 
instead of into high rents and high-priced fixtures. 

Make it a point to come and see us the next afternoon 
you go out to shop. Tou can transfer from any line to the Lin- 
coln street oar which stops at our door. It is hut a six minutes' 
ride from down town — the extra time will he well spent; the sav- 
ing on your purchases will pay the extra street car fare many 
times over. 

Our annual Mid-Summer sale hegins next Monday and 
prices will he cut in every department. At the advertised priees, 
the bargains will he unusual hut as a special inducement for you 
to visit the store Monday morning we are enclosing a special 
discount card that will entitle you to an additional discount 
of ten per cent on all purchases made before 12 o'clock. 



Very truly, 



eu^-^e/^^ 



This letter vxu used with good resulie by a mercharU who vxu at a dis' 
advantage in his locaiion — several blocks from the shoppina center. It 
was signed versonaUy by one of the proprietors as was the discount card 
whidi was aesigned to bring in new customers at the same time, Monday 
morning, that they might be favorably impressed by the crowd and con^ 
elude thai the store was really a popular place to trade. 



14« FREE LAUNDRY TICKETS 

reach them. It was not wise to offer some special inducement 
through the medium of newspapers, for then it would attract 
undesirable prospects even more readily than good customers. 
A plan was finally hit upon whereby the laundry issued tickets, 
enclosed in letters and filled in and addressed to a selected list 
of residents. To demonstrate the superior quality of the work, 
a ticket was enclosed with the letter, good for the free laundering 
of one shirt and two collars, or one shirtwaist, or one washable 
dress. Each ticket was numbered and stamped with the date 
the offer expired. This offered an individual appeal which 
could not be overlooked by the recipient. 

A Rochester piano dealer was convinced that the best method 
he could adopt for selling high class piano players was to make 
some kind of an offer, whereby the prospective customer could 
try the player in his own home. But he did not care to make an 
offer of this kind to the general public by means of newspaper 
advertisements, for there were homes into which he would not 
care to send a piano player and others would ask for a tnal wi.h 
no intention of purchasing it. So he decided to make this offer 
through form letters to a carefully prepared mailing-list of 
prospects to whom he could safely make an offer of a free trial. 

To all these persons he mailed a letter filled with good sales 
talk, emphasizing the advantages of a piano player. This offer 
was aimed specifically at business men, pointing out to them 
how much pleasure and relaxation they could secure in the 
evening by having a piano in the house which they could play 
themselves. In the letter was enclosed a typewritten form which 
the recipient simply had to sign and mail in order to secure the 
free trial offer. The letter was so written that each recipient 
imagined this was a special offer made to him alone or at least 
to a very few persons. "This scheme,*' testified the head of the 
company, "proved highly successful. It seemed to appeal 
particularly to lawyers, doctors and business men.*' 

The possibilities of letters in drumming up local trade are 
practically unlimited, and these instances, dipped from the 
current of every day experience, show how they may be used in 
different lines of business. They are equally effective in large 
cities and in country towns. Tliey may cost more than some 
other forms of advertising but there is no wasted ammunition; 
every inducement b definitely aimed at a known prospect and 
bequently pulls trade that could not be attracted by other 



Keeping Customers "LINED UP" 
by Personal Letters 

PART IX: USING THE MAILS TO EXTEND TRADE CHAPTER H 

IT is not the new customers who build up a store: 
it is the STEADY customer who trades at the old 
stand from year to year who mokes a retail busi- 
ness permanent To hold one old customer is 
better than to get two new ones — better because he 
is evidence of the substantial worth of the store 
and of the ^^good wiW* which is the shop-^keep- 
er*s capital. The eighteen methods of retaining 
this patronage as described in this chapter have 
stood the test of actual — and sv^cessftu — trial 

HOLDING one old customer is better than getting two 
new ones. Satisfied customers make up the merchant's 
good-will — and are his strongest advertisement. He 
must secure new trade; but it b much more important that he 
hold his old patronage. 

Good value and service under ordinary circumstances will 
hold part of his established trade. But new stores are entering 
his field. New ideas of merchandising are introduced. New 
schemes are worked out for winning trade. And as competition 
increases, the retailer finds that he must give more good satis^ 
faction and service. He finds he must adopt means of keeping 
in touch with his customers — of cementing their loyalty. 

There are many ties for binding customers to the store. One 
of the best is the use of letters — personal messages to the individ* 
ual from the house, the manager and the clerk. 

The mailing list of customers is one of the merchantfs 
most iwhiaUe assets. In sending letters to these persons lbs 

Mi 
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retailer is assured a hearing, for his customers are hb friends. 
They know what he has to offer; have confidence in him. 
Therefore in getting up any kind of a sales letter campaign 
the retailer should aim to reach his customers first; his 
prospective customers second. 

SCHEME 1— THANKING NEW CUSTOMERS 

Letters that hold trade are usually letters announcing 
special and seasonable sales, letters of acknowledgement, let- 
ters containing "store news" and letters to fit special 















HOLDING TRADE 








1 






1 




1 


THROUGH 
LETTERS 




THROUGH 
INDUCEMENT^ 




1 








1 






tnODH PROPRICTOR 




SPECIAL 
DISCOUNT CARDS 






1 




1 






FROM CtCRK8 




ADVANCE SALES 
INFORMATION 






1 




1 






FROM 
MANUFACTURER 




ADVANCE SALES 
PRIVILEGES 






1 




1 






MONTHLY 
BARGAIN SHCCTS 




SATISFACTION 
GUARANTEED 






I 




1 






SPECIAL BULLCTINS 




CREDIT 
ACCOMMODATIONS 






1 




1 






AHNOUNCCMCNT8 
OF NEW LINES 




TIPS BY *PHONE 
















^^__ 



occasions that come up in the retailing business. The 
effectiveness of these letters has been proved over and 
over again. The young married couple who have purchased a 
housekeeping outfit from the local furniture store are going 
to be favorably impressed when they receive a signed letter 
from the president of the store, thanking them for their pur- 
chase, reminding them that if the goods do not prove satis- 
factory in every way, the proprietor wishes them to report it 
at once so the complaint can be immediately adjusted. 
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Mrt« Brown who recelvei a neat litOe Easter letter from her 
mflliner* announcing the arrival of the latest spring hats, is not 
likely to make her purchase at a store where she is unknown. 

SCHEME S-LErrSRS TO FORMER BUYERS 

The business man, who has been buying his clothes from the 
tailor on Main Street, may decide to try out that new fellow 
Jones who has opened up an office in his building, but when he 
receives a letter from his old tailor, reminding him of the satis- 
faction which he has received there in the past, concludes that 
he does not care to risk Jones. And thus throughout the whole 
retailing game, letters may be used and are used for just such 
purposes as these — to attach customers to the store so firmly, 
to make the store's appeal so personal, to make each individual 
feel that he is getting individual attention — that a loyal clientele 
is built up, which competitors can not readily drag away. 

SCHEME 8— MONTHLY "NEWS" LETTER 

A Fort Worth department store recognizing the desirability 
of keeping in close touch with its trade, aims to get a sales letter 
into the hands of every customer at least once a month. These 
letters announce special sales, arrival of new goods, changes in 
store policy and items of "store news'* of interest to the recipient. 



THIS CARD ENTITLCS MRS. 



TO THE SPECIAL SEVEN 17) PER CENT DISCOUNT ON 
ALL WHITE GOODS UNTIL SAtOROAY AT 10 P. M. 



PROP. 



The **9pecial diicounf* card was wni out toith a perianal Utter to indtux 

regular cuetomere to visit the store for a special sale. Each oaird was 

filled in with tine names of the customers and signed by the proprietor 
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But to make the letter grip it must be buSt axound some sales 
scheme. It must offer U> the customs some kind of an oppor- 
tunity for profit, some specific inducement to visit the store. 

SCHEME 4-SENDINO PROOFS OP AD VEEnSEMEN'l S 

A scheme which has proved very successful is the advacce 
sale plan, exploited by means of letters. The phin is to have 
a large display newspaper advertisement set up just as it is to run 
in the local newspapers on a certain date. Ajs many "proofs" 
of this advertisement are then struck off as there are names on 
the mailing list The proof is enclosed in a letter and maOed to 
the prospective customer. 

SCHEME 5-SENDING **SPECIAL SALE'* CARDS 

The letter calls the recipient's attention to the proof of the 
advertisement, stating that this is the regular spring inventory 
sale, or whatever the sale may be, but points out tiutt to a favored 
few of the store's old customers this proof is being sent, and a 
special sale card which entitles the purchaser to buy her goods 
two days in advance of the opening of the sale at the reduced 
prices. The advantage of the plan is pointed out. The recipient 
of the letter may secure whatever she wishes from unbroken lots. 
She avoids the rush of the sale itself but secures her goods at the 
bargain prices. The advantage to the merchant is that it 
practically assures him of the success of his sale before it really 
opens. There is a psychological appeal in thb opportunity of 
getting in ahead of someone else and if not over-worked, this 
plan is invariably a winner. 

SCHEME •—"CONFIDENTIAL DISCOUNT" CARDS 

Another good scheme is to issue a confidential discount to a 
selected number of names on a mailing list The plan is to call 
attention to your goods and then, by means of a confidential 
discount card, offer a special reduction to the recipient This 
is spoken of in the letter as a confidential discount made to a 
favored few of the store's old customers. To give it an additional 
peraonal appeal, the discount card is sometimes typewritten for 
each pexBon. In any case the name of the recipient of 
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the special discount is filled in on the card in pen and 
ink and signed personally by the proprietor or presi« 
dent of the store. This gives an individual touch to the 
offer which convinces the recipient that he is actually 
one of a favored few who are to profit by the special 
discount. Such recognition certainly tightens the hold the 
store has on the customer. 

SCHEME 7— CHATTY LETTER FROM GUI OP TOWN 

A dealer in men's furnishing goods in a small Minnesota city 
carefully studied the men who were leaders in the different social 



Bear Ross : 

Save Itttn lutTinc a grtat tia« tb.it veek — looking at 
stooks and samples aXX the forenoon and to a theatre or amusement 
park in the OTenlng. Wish you had been vith me today. The Cubs 
shut out Sev York, 2 to 0. Brown held 'ea down to four hits. It 
was soae ball game, Z want to tell you. 

Z*a feeling in high feathers tonight for Z're bought 
the swellest line of shirts and ties you ever saw. They have 
oertainly got out some norel lines this fall. Uaybe I made a 
mistake in going in too heavy, but it looks to me as if the stuff 
was so good it would sell itself— all I'll hare to do will be to 
wrap it up and make change. I'll tip you off as soon as the 
aew ties get in so you can pick out what you want before they go. 

fill be home Saturday night— and glad to get there. 
This paos is too swift for more than a few days at a time. Say, 
Boss, you ought to come in a few days before Desplaines Park 
eloses. They hare got soms great shows there this ysar. 

Tours truly and tirsd. 



Wh/ey^jtver a llvantv^ haberdaslier comes to Chicago to buy goodi ks 
wntes letUn similar to this to tks men who set the styles in his tovm. 
The letters are iorilten on hotel stationeru and the reeipvnts are pleased 
that the merchant should take time to arop them a line, add the oppor- 
tunity to look over the new ties before they are offered to the piMio is a bit 
of subtle flaUery that keeps customers in line 

circles, churches, lodges and in a business way. Then he 
centered his attention on them. He wanted their trade; he 
wanted the trade that would follow them. 
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WhnMver hm went into Chicago to itock up ht would find 
timo to wiUo to each one of the men a personal letter— the bust* 
nets talk was not conspicuouB and probEibly carried more weight 
because of it. 

SCHEME »-CRBDIT APPLICATION BLANKS 

In the larger cities the retail stores make a persist- 
ent effort to establish charge accounts among persons 
who are financially responsible. Experience has proved 
to the retailer's satisfaction that where a person has 
a charge account he will most frequently trade. He will, 
moreover, buy more goods, month in and month out, than 
if he had to hand over the money after each purchase. 
Consequently letters, soliciting charge accounts, constitute one 
of the most important kind of letters sent out to the cus- 
tomers. From the delivery and C. O. D. slips, mailing 
lists are made up of persons who would make desirable 
credit customers. These persons are written and a credit 
application blank enclosed. 

SCHEME 0— PERSONAL NOTE TO A SMALL LIST 

Last fall a Chicago department store started a campaign on 
school teachers of the city, concluding that as a whole these 
women constitute a very desirable credit clientele. Letters were 
so carefully prepared and filled in that each message looked like 
a personal communication. They were printed on heavy note 
size letterheads and folded once, so that they could be enclosed 
in a square baronial envelope. At every point they were given 
the touch of quality. The results were so satisfactory that the 
same campaign has been duplicated this year on a much larger 
scale, and special letters are now sent out to nurses and other 
women wage-earners as well as to teachers. 

SCHEME 10— PERSONAL TIPS FROM CLERKS 

In a big store it is often difficult to secure that personal 
appeal whidb is often the most pleasing feature of the smaU shop. 
In order to overcome this disadvantage, many large department 
stores send out letters over their derlb' signatures. Each clerk 



TH£ BL4NK CHECK OFFER 140 

is encouraged to build up an individual following— customen of 
the stoK whom he frequently waits on and who know him per- 
sonally. Then when a particular department has an announce- 
ment to make, instead of making it as a big corporation, each 
clerk signs a certain number of letters, suggesting that when the 
recipient comes to the store at time of this s&le, to call on him, 
and he will personally see that the customer is given individual 
attention. 

SCHEME 11— THE LURE OF A BLANK CHECK 

A merchant in one of the live western cities sent to his cus- 
tomers plain sealed envelopes which immediately challenged the 
curiosity by the inscription, above the address, "Fill in the 



Dear Mr. Havklns : 

Tott oan f ili in this eheck yourself, and ve viXl sn* 
dorss it for any aaount. 

In other words, ve have not gone to the expense of 
marking down prices on fall goods in the usual way this year. 
A new plan has been adopted to give you the benefit of re- 
duced prices. 

Siaply bring with you to our store the blank cheek. 
Buy whaterer you want and we will endorse the check for one* 
fouvth of the amount of your purchase. 

Vill in the check yourself. 

Very sincerely yours, 

BLAHX CLOTRZVa COUFAIT. 



A hank check was enclosed in this letter — a unique feature that eompeUed 
a reading of the correspondence that accompanied it 



Check Yourself." As the letter was unfolded it was found 
to contain a regular lithographed check; the ^ line for the 
amount was blank. No one was too busy^to [throw aside 
the letter without reading it and its message was short and 
to the point. 
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KEEPING IN TOUCH BY POSTAL CARDS 



No one is immune from flattery if it is not too obyioue. 
Fbople like ipedal attention; like to feel that they are given 
individual notioe-'-that they are differentiated from **the 
crowd." The shrewd merchant brings the personal letter to 
bear on those whose trade he is especially anxious to hold. 



SCHEME 19— USE OP **COMPLAINT POSTALS*' 



And the new school of merchandising does not look upon a 
deal as over with just as soon as the purchase price is rung up. 
The transaction must follow the customer home and make sure 
that the goods are giving satisfaction. Progressive clothiers 
now follow up the sale of suits and overcoats, especially those 
that were altered before being delivered. Letters are sent out 
two or three days after a purchase is made, asking if the goods 
are entirely satisfactory and if not to enter complaint on the 
enclosed postal card so that the suit or coat can be sent for at 
once and further alterations made or money refunded. A store 
that carries a good stock of merchandise and operates on this 
broad gauge policy has no trouble in holding its trade. A 
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rr IS OUR AIM TO GIVE YOU YOUR MONEYS WORTH 

OR MORE. BUT NEVER LESS 

li/'OU favored us with a purchase a short time ago and we 
-^ beg to inquire now tf you are thoroughly satisfied with 
itf IfyouareitwiU afford us a great djeal of pleasure toknow 
this on the attached card. And should you have any cause 
to complain, kindly use same means to tell us, then we v^Ul 
try to adjust the matter to your entire satisfaction^ so yout like 
hundreds of others , will not only trade here yourself but wUl 
feel glad to commend us and our merchandise to others. 

CLOTHES SHOP 

JOmr DOE» UAKAQtM 

(AddTMA.) 



f Ait cord is sent out btf a Psmisylvanui dothier several days after a 
is urged to enter eompMiet on the return postal if it is not giving 

complaints makes rsgtdar customers of chance 



HANDWRITTEN TIPS FROM SALESMEN 



151 



chance purchaser is oonverted into a regular customer by a 
solicitous letter asking for an opportunity to adjust at once 
anything that is not entirely satisfactory. A two cent stamp, a 
postal card and a letter often holds a customer where no direct 
advertising would increase his loyalty towards the store. 

The sales made to credit customers are very easy to check, 
and this check afiPords the store an opportunity of drumming up 

SCHEME 18— CIRCULARIZING CREDIT CUSTOMERS 



many customers who have not recently purchased. This is 
sometimes done by the store, but it is much better to have the 
clerk write the letter. The average retail house writing a credit 
customer, who has not purchased for some time, usually opens its 
letters with some such impersonal phrase as, "In consulting our 
records, we find that we have not received an order from you for 
some time.'' This is an undiplomatic attitude for the retailer 
to take, for it impresses the recipient of the letter with the fact 
that she is merely an "account," and that there is really no per- 
sonal interest taken in her except as her purchases are shown on 



Clothes Shop 

(ADDRESS) 



o Regarding my purehoH of^ 
I wish to say that 



p 

M 



Name, 
Street^ 
City^ 



purchoH ka§ been made to know if it wu eatirfaetory. The euetomer 
eatiefietion. This eolieiiation on the pari of we merthani to adjuet 
huyere and keeps the old customers in line 
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the records. It is much better for the clerk to write the customer 
a letter opening with some such phrase as, **I trust you will 
pardon the liberty I am taking, Mrs. Jones, but this morning I 
was talking with our department manager, and I told him that I 
had not seen you in the store for a long time, and wondered if 
something had happened to mar the pleasant relations which this 
store has always had with you/' lliis can be done very diplo- 
matically where clerks become acquainted with the customers. 

SCHEME 14-POSTALS WRITTEN BY SALESMEN 

Some of the stores provide their clerks with ordinary postal 
cards. Then when a sale is scheduled, the clerk is instructed 
to write hurriedly in pencil or in ink to her customers, telling 
them of the sale that is scheduled and urging them to get to the 
store early before the choic^t goods have been sold. When the 
customer receives this very personal communication, ad- 
dressed, written and signed by the clerk, she is sure to 
attend the sale if she is interested. The customer feels that 
she has been especially written to by the clerk. 

SCHEME 19— TIPPING OFF SHOPPERS BY PHONE 

The impression that is made on customers by this personal 
attention from clerks is typified in one actual instance. A 
young married woman was showing about town a friend who had 
just moved into the city. Taking her friend into one of the 
larger department stores she introduced her to seven different 
clerks, in as many different departments. " I want you to know 

Miss ," the city woman said, "so you can notify her about 

sales as you do me." Now whenever there is a special sale in 

which these clerks believe Miss^^ would be interested, they 

write her a postal card, calling her attention to the sale in ad- 
vance, sometimes stating they have laid a piece of goods aside 
which they have received permission to hold until a certain 
hour. This letter appeal is often varied by the clerks calling up 
their customers on Uie telephone. 

SCHEME I«— INFld^MATION FROM ABROAD 

A Denver store, catering ip the better class of trade, has a 
letter from its Paris represenflitive mailed to each lady on a 
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selected list These letters axe sent out just previous to the 
opening of the spring and fall seasons and give advance informa- 
tion on the styles. Opportunity is of course taken to bring in 
incidentally that the purchases in Europe have been unusually 
heavy and that the stock will be most complete. 

The people receiving such letters are not likely to go else- 
where — at least until afte;r they have examined the line at the 
store which goes out of its way to show an interest in them. In 
the largest city and in the smallest town people prefer to go where 
they feel at home — where they feel they are especially welcome — 
and the clear-sighted merchant takes this fact inta account and 
uses the letter to keep in touch with his customers. 

SCHEME 17— CO-OPERATING WITH MANUFACTURER 

As manufacturers are advertising and trademarking their 
goods more and more each year, the retailer must take steps to 
hold his customers by taking advantage of this advertising and 
co-operating with the manidacturers whose goods he handles. 
This is done by sending out letters to his customers, furnished 
by the advertising department of the manufacturers, and also 
mailing announcements and sales letters on his own initiative, 
which stamps his store as a place where the nationally advertised 
goods may be secured. But his letter efforts must not stop here. 

In every community persons are constantly answering 
advertisements. The inquiries are usually referred by the adver- 
tiser to the dealer. It is up to him to get after the interested 
person with a letter which wiJl pull the customer to his store, for 
one article purchased of a competitor may lead to an entire loss 
of his business. Consequently the dealer to whom has been 
referred an inquiry in regard to a camera, immediately gets after 
the inquirer with a personal letter, notifying him that he has a 
full line of cameras, that he would particularly like to show him 
one of this particular make which he has used continually for 
the past seven years, and so on. 

There are many angles from which the retailer can work; and 
while letters may be wasted because they are untimely, poorly 
written or carelessly handled, the fact remains that a letter which 
costs him three cents may prove the means of turning an oc- 
casional buyer into a steady customer. 
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HowTo Extend STORE TRADE 

Into The Country 

PART IX; USING THE MAIL TO EXTEND TRADE CHAPTER 1» 

THE SMALL shop-keeper is learning a lesson 
from the maU-order house and is no longer limited 
to the local market; he is extending his trade into 
the neighboring towns — hy correspondence. Here 
are TEN SCHEMES hy which sriccessful shop 
keepers have extended their field of operations by 
the ttse of the mails — schemes that have stood the 
test of trial and which may be applied by any 
retailer in the city or country who wants to in- 
crease his volume of trade btf winning customers 
who are ordinarily beyond his reach. 

THE trade of a retailer is not necessarily limited to the 
business that he does over the counter with his local 
customers. Shrewd merchants are learning a lesson from 
the large mail order houses and are proving adept at the same 
game; they are extending their trade far into the surrounding 
country — ^twenty miles, sometimes as far as 200 miles. Distance 
seems to lend enchantment to the "bargain" which catalogue 
houses offer and the convenience of buying by mail wins many 
an order even when prices are no lower than "in town." 

The most familial method of winning out of town trade is 
for merchants to unite at the time of a fair, a carnival, a harvest 
home or some such special occasion, and conduct sales that will 
attract buyers from a distance. The next step is when the 
merchants pool their interests and support a wec^y or monthly 
excursion. Usually such co-operation is hard to maintain and 
some progressive merchant, tired of trying to keep his compet> 
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iton lined up, breaks away and boldly advertises that on eertain 
days he wiU refund the ra^teoad fare when purchases amount to a 
specified sum. 

SCHEME 1— REDEEMABLE RAILROAD CHECKS 

This scheme was worked out with extraordinary success by 
the S. He3anan Company of Oshkosh, Wisconsin. There are 
several interurbans running out of Oshkosh and once a month 
the company charters special cars, different days for different 
lines. Round trip rates as high as forty and fifty cents are cut 
to ten cents to all who desire to take advantage of the low price. 
The passenger pays his dime to the conductor and is given a 
check which may be presented at the Heyman store and ex- 
changed for the return ticket. This necessitates every one's 
going into the store but it is not necessary to make even a small 
purchase to secure the return ticket. At all times railroad fare 
of fifty cents or less is refunded on purchases of five dollars and 
this offer holds good on these special excursions. 

The interurban cars stop in front of the store and it is the 
most convenient place for the visitors to shop, but the advertising 
department busies itself before these excursions to whet the 
appetite of the people for the bargains which are offered. The 
territory along the interurban is literally flooded with circulars 
describing seasonable goods and making special prices as trade 
pullers. 

The first excursion brought many people who had never before 
been near the He3rman store. The novelty of the idea appealed 
to them and the low rate was a pocket-book inducement that 
filled the excursion cars to the doors. The majority bought 
goods at the store but the management did not care so much for 
his first day's sales as to make a good impression with the visitors; 
every courtesy was shown them; every accommodation provided 
and every effort put forth to impress the strangers with the ab- 
solute reliability of the establishment. 

SCHEME 9— MONTHLY ^'EXCURSIONS'' FROM NEIGHBORING TOWNS 

The experiment proved so successful that the monthly excur- 
sions are established events. Hundreds of people plan to take 
these trips regularly and many of them come in between excur- 



156 METHODS OF GIVING SPECIAL PRICES 



tioDt or send by mail for tbeir wants. The publicity d^artment 
keeps up a ra^ fire of advertisiiig, sending to everyone on the 
mailing list bulletins, circulars, special prices and an elaborate 
store paper that is issued once a month. « 

The development of a strictly mail order business was the 
nea[t step in the extension of trade. The company realized fully 
that to pull trade through the mails it must first of all inspire 
confidence so that on all its advertising matter, in its letters, 
acknowledgements, packages — everywhere the guarantee was 
emphasized: "No string tied to our guarantee of satis- 
faction. It means just what it says — satisfaction or money 
refunded." 

And it is continually impressed upon the minds of the clerks 
and order fillers that this guarantee means just what it says and 
that the interest of the customers must come first. A merchant 
appealing to a local trade can use whirlwind methods, for pros- 
pective customers can see the goods and size up the establishment 
before they part with their money, but in going after a mail order 
business such policies only serve to create suspicion. Steady, 
persistent advertising and careful attention to requests 
for samples and in filling orders alone will establish that 
feeling of confidence which will induce a man to mail 
in his order and trust to the store to give him square 
treatment. 

SCHEME »— DISCOUNTS AS REWARDS FOR "PROSPECTS" NAMES 

These excursion customers gave many names for a mail order 
campaign but the company determined to extend its activities 
beyond the interurban zone. Local newspapers were carefully 
read and names copied and teachers were asked to send in 
addresses of possible customers and to compensate them for 
their trouble, each teacher sending in a list was given a card 
entitling her to a special discount of ten per cent on all 
purchases. 

With a live list to work from, letters were sent out explaining 
the store's method of doing business and urging the ladies to 
send for samples of anything in the dress goods line that they 
desired. A return postal card was enclosed, for one of the 
secrets of mail order success is to make it easy to get samples 
and prices and easy to place orders. The point is emphasized 



■■MPi 



SPECIAL SERVICE PQR NON-RESIDENTS 157 

that if the samples are not the Idnd wanted it will be a pleasure 
to send others. 

SCHEME 4-PAYINO EXPRESSAOB 

Customers and prospects are followed up at regular intervals 
with catalogues, booklets, circulars and other printed matter 
explaining tibe advantages of mail order buying. The skeptical 
are given special treatment in the form of testimonials from satis- 
fied customers and ever3rwhere the guarantee is fluttered before 
them. The company's offer to pay freight or express charges 
within two hundred miles on all purchases of five dollars or over 
is likewise kept in the foreground. 

SCHEME 5— A MONTHLY NEWSPAPER 

The He3rman Herald goes out every month to all the names 
on the mailing list. It is printed in regular newspaper form — a 
seven-column four-page paper with half the space devoted to 
dbplay advertising. The paper is much more than a price list 
or buUetin; it resembles a woman's magazine with articles on 
fashions, new ideas in neckwear, hosiery and novelties and a 
department of practical * 'Household Hints." Regular news- 
paper headings are used and the paper is made so attractive that 
it is widely read. The judicious mixture of fashion hints and 
store news assures a reading that would not be given to any 
formal ad vertis ing matter. 

SCHEME •— MAIL ORDERS FILLED BY "SHOPPERS" 

When a mail order is received it is given to a ''shopper" who 
goes through the store and makes purchases for it just the same 
as if she were buying for herself and these shoppers are under 
strict orders to look after the interests of the distant customers 
just as carefully as they can. For the cue has been taken from 
the older mail order houses that satisfaction is the only basis on 
which an out-of-town business can be built 

And so studiously have these policies been carried out that 
the He3naian company now numbers its mail order cus- 
tomers by the thousands. There was no advantage 'to this 
store in the way of location, transportation facilities and tribu- 



158 THE PERSONAL ELEMENT AS A SELUNG FACTOR 

tary territory that b not poiicned by hundreds of other storee 
aU OTer the oountiy. There was nothing original or myiterioiie 
about its methods but it applied certain principles of merchan* 
dising in a way that should prove a blazed trail for others who 
wish to extend their trade into new territory. 

In small communities a merchant knows lus customers 
personally, but as soon as the town grows into a city it is prac* 
tically impossible for the busy retailer to keep in touch with all 
his trade and is much harder to hold the country patrons loyally 
to a store, Uhler & Phillips of Marion, Ohio, hit upon a scheme 
that worked out with gratifying results. 

SCHEME 7— HOUSE-TO-HOUSE CALLS 

A June Sale was in preparation and great four-page diculara 
were issued, advertising its best bargains. A number of the 
young men ^nployed as salesmen in the store divided the farm- 
ing country surrounding tlie city into sections, and with supplies 
of the sale circulars proceeded to cover the territory by house-to- 
house calls. They did not stop merely to leave the advertising 
matter — instead they made it clear in each instance that their 
trip through the country was conducted for the special purpose 
of getting into closer touch with their rural patrons, and assure 
them of the earnest desire of the firm to serve their needs. 

Hundreds of farm houses were visited. At each home the 
salesman endeavored to meet the lady of the house personally, 
speaking briefly and courteously of the merits of the store and 
emphasizing the opportunities which the current sale afforded. 
He also made it a point to obtain' the lady's name. 
'^^ Many cf the women called on, flattered and interested by 
the personal invitation, responded immediately, but in order to 
get the full benefit of the canvass and again impress the list of 
prospects with the store's interest in their trade, a novel follow-up 
was used. 

SCHEME 8— PERSONAL LETTERS FROM SALESMEN 

A week after the personal solicitations were made, a special 
letter was mailed to every lady called on, bearing in the upper 
left hand comer, under the store name, a half tone portrait of 
the joung man who called at her house. The letter itself was 
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writtMi in a chatty ityle* bcgiiining "Dear Madam: When I 

took Ihe liberty of ealling at your home the other day ** 

and was signed in facsimile by the salesman. It called back to 
her mind &e fonr-page circular left at her house, asked her to 
glance over it again, invited her to buy of him personally should 
she come in. Incidentally it told how successfully the sale was 
going in the store. 

These letters, supplementing the personal calls, made sales. 
And best of all they made the recipient feel that she could come 
to the store and trade with a person whom she knew personally 
even though she had never been inside the store before. A 
campaign of this kind should prove equally effective simply in 
the solicitation of general trade, and an occasional repetition of 
such a trip through the country by clerks would doubtless draw 
many a store into closer touch with the rural population than it 
would ever attain through the ordinary mediums of publicity. 

SCHEME 9— ADVERTISING "BULLETINS" 

The Brandies Store of Omaha, Nebraska, have demon- 
strated the possibilities of developing a mail order business in 
connection with their retail trade and their experience emphasizes 
the necessity for going slow, gradually establishing confidence. 
These stores depend largely upon special circulars, bulletins and 
samples rather than catalogues. A few items only appear on a 
bulletin but they are described fully and the price is played up. 
The guarantee is made prominent by italics and attention is 
called to the individual service whidb every mail order cus- 
tomer receives, a trained shopper selecting every item. 

Prompt, courteous attention to a first order creates a more 
favorable impression than a bulky catalogue. In fact, a large 
catalogue has frequently been disastrous to a budding miul 
order business. The expense is so great to issue it that the 
patronage does not justify the cost The catalogue should be 
a matter of growth, keeping a little ahead of the business but 
never far in advance. 

Personal letters must form the principal medium for develop- 
ing a mail order business— carefully written letters that answer 
every inquiry fully, for the customer is more critical with his 
first few dealings with a house than he is after it has long been 
established and enjoys a good reputation. The handling of 
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complaints calls for special oonsideiEtioii for the good will of the 
customer must be .preserved at any cost 

SCHEME lO-^FHE MAILING LIST 

A nucleus for an out-of-town mailing list can be secured from 
the transfer desk, the shipping clerk and the alteration depart- 
ment. Local newspapers and county directories will supply 
names of possible buyers, imd satisfied customers are nearly 
always willing to give the names of friends who might be inter- 
ested. The list must be kept up to date to prevent wasting 
ammunition and every letter and circular should bear the 
following inscription: 

POSTMASTER: If this package is not delivered, 
notify us, and postage wiU be provided for its 
return. 

When such notices appear on an envelope the postmaster 
is required to send notice of non-delivery and this enables the 
store to drop from the list all names that are no longer alive. 

With the first letter, call attention to the sample department 
and enclose a postal card to facilitate the sending for samples. 
A woman may not know the house but she will trust her judgment 
on goods that she can see and so free samples are the quickest, 
surest means of establishing confidence. Illustrations are good 
but they do not possesss half the order-pulling power of samples. 

The guarantee cannot be made too strong and the offer to 
refund money for unsatisfactory goods should appear in every 
letter and bulletin. Experience has shown that people seldom 
order merchandise by mail unless they really want it and if the 
goods are returned it is usually because there is something wrong 
with them — and the merchant should be thankful for the oppor- 
tunity of making it right and thereby tightening his hold on the 
customer instead of losing it altogether. 

It is a good policy to prepay all express or freight charges on all 
purchases over five dollars. Some concerns Umit the territory 
in which they pay transportation, but as a matter of fact over 
ninety per cent of the orders received will be within a com- 
paratively small radius and the occasional extra freight bill may 
well be charged up to advertising, for it makes a very effective 
talking point to advertise that all five dollar purchases are de- 
livered, no matter where the customer lives. 
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Single sheet circulars should be sent out at intervals of about 
a mon& and after four or five of these have been used it is then 
time to launch the first bargain bulletin, a 17 x 22 sheet printed 
on both sides. The first page should contain a few striking 
iUustrations, preferably of dresses, suits or cloaks attractively 
priced. The guarantee and the offer to prepay express charges 
should be conspicuously printed and possibly a brief statement 
regarding the policies of tiie store. The following pages should 
be filled with bargains, each item fully described and priced. 
All statements should be conservative for Madam wiU likely 
preserve the bulletin and see whether the goods come up to the 
advance notices and if they do not no amount of advertising will 
win her back. 

The first bulletin will just about pay for itself but no more — 
mail order buying is a matter of education and not over four 
bulletins should be sent out the first year. By that time they 
should be pulling well and may be mailed out every month while 
circulars should be sent out twice as often. After the trail is so 
well beaten that it can be easily followed, then it is time enough 
to think of a more ambitious catalogue. 

The business is to be had and any retailer can pull trade 
through the mail. The big mail order houses in the city have no 
patent or secret formula for handling this business; the same 
methods can be applied and are being applied by merchants in 
smaller cities. The counter can be projected through the mail 
bag and every class of merchandise from needles and pins to 
lumber and coal can be sold at retail through the mail. 



Letters That Attract Out'Of- 

Town Customers 

PART IX: USING THE MAIL TO EXTEND TRADE CHAPTER 18 

THE rajnd development of the 'great mail order 
houses and city departm^rU stores attest this fact: 
that the small shop-keeper ^ especially the shop- 
keeper in the small city and town^ is not getting 
his share of the local trade. Customers naturally 
trade where they get the best service at the least 
effort. Here are twelve schemes by which small 
shop-keepers have attracted by letters out of tovm 
customers who had been dealing elsewhere 

AMONG farmers and occasional city visitors there is a strong 
tendency to return to the store where they have previously 
traded. Once satisfied, the stranger hesitates about 
going to an unknown store. Although he may have traded at a 
store only once, he feels more at home there than at a place which 
he has never visited, and so the average customer has "his" or 
"her" store. And the habit grows on a customer for two 
reasons: he is not convinced that he can do as well or better 
somewhere else, and he is not offered special inducements 
strong enough to pull him into the other stores. 

The personal letter is the available force which will overcome 
this inertia most easily. The confidential message which enters 
the customer's own home, has far more effect than the genend 
advertisement, and it immediately establishes confidence — a 
conviction that this store sells satisfaction as well as merchandise. 
With this first obstacle removed, the good retail letter writer 
aims to put a real, live inducement into his message, which will 
draw the prospective customer into his store. And inasmuch as 

iti 
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everyone is looking for that little additional ounce of value or 
service, the inducement— -the scheme behind the letter— is what 
finally persuades the out-of-town buyer. 

SCHEME 1— HITCHING COUPONS IN EXCHANGE FOR TRADE 

A Pennsylvania town was losing much of the country business 
because no adequate accommodations were provided for the 
farmers' teams or even for the farmers themselves when they 
came to the city to trade. As a result they were enticed to other 
towns where good accommodations were afforded. But there 
was one retailer who realized the importance of the farmers' 
trade and he took steps to provide the accommodations which 
were lacking. Consulting the manager of the most centrally 
located livery in town, the retailer made an agreement to redeem 
"standing-in'coupons," which he would issu^to certain farmers 
on his mailing Ibt. These coupons which entitled the holders to 
free standing-in privileges for one horse one time at the largest 
livery in the city were mailed to farmers with a personal letter, 
explaining the use of the coupon. The only stipulation was that 
the holder should purchase $1.00 or more at this store. The 
coupon further stated that the store guaranteed satisfaction or 
their money would be refunded. Each coupon was stamped 
with a serial number, so that each recipient felt that he was 
receiving this coupon together with fi favored few. In order to 
make the coupon good at the livery, one of the clerks stamped it 
to show that the holder of this coupon had purchased the speci- 
fied amount of goods. 

SCHEME i— FREE LIVERY ACCOMMODATIONS 

As a result of this letter campaign many farmers, who had 
been going to other towns to trade, were induced to return to this 
city. A retailer, in another city, has varied this scheme by 
saying in hb letters to farmers, "You will have no more trouble 
about hitching when you come to town. Use the standing-in 
ticket we are enclosing absolutely free with our compliments. 
Come into our store and get another one to use the next time you 
come to town. This offer of giving free standing-in tickets is 
entirely original with us. We realize the trouble farmers have 
had in the past in this respect and have decided to furnish stand- 
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ing-in tickets to leading fanners absolutely free. No other stove 
has been so enterprising — ^no other store has ever been so 
Uberal." 

This retailer further strengthened his scheme by removing 
from the mind of the prospect any idea that there was a trick 
behind his offer. He said in his letter* "There are absolutely 
no strings to this offer. The enclosed ticket entitles you to one 
standing-in at The Central stable, whether you trade with us or 
not." He then went on to say, however, that there was no 
reason why the recipient should not trade with him, and showed 
in his letters how it would be to hb advantage. By making 
special agreements with their liverymen, both of these retailers 
were able to secure rates, so that each redeemed coupon cost them 
less than ten cents each. The increased returns from purchases 
made at their store more than justified the small outlay. 

SCHEME 8— PARCEL ROOM FOR CUSTOMERS 

Another public service scheme which has attracted country 
business is the notifying of farmers with letters of the fact that the 
retailer has opened up a parcel checking room, in which the cus- 
tomer may check all her bundles and packages free of chaige 
until called for. This scheme is more effective and given more 
of an exclusive feature by enclosing with each letter a card, 
entitling the recipient to this service free of charge when the 
ticket is presented. 

SCHEME 4— OFFERS OF GIFTS FOR PATRONAGE 

In a somewhat similar way a CalifomiaVetailer increased his 
business among newcomers and persons whom he had never 
sold. In order to build up a mailing list of possible customers 
in the territory around his town he prepared a letter, aimed 
particularly at farmers and ranchers. In this letter he enclosed 
a coupon, which entitled the holder to a whip, free of charge, if 
presented at hb store within a certain number of days. The 
whips were of good quality, secured at a low price in large 
numbers, and a gummed sticker pasted on the handle kept his 
name and address before the user. 

The offer was given an individual touch by inserting the name 
of the prospect in ink on each card. The letter* which acoom- 
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panied the coupon, stated plainly that in calling for the free whip, 
the prospect was under no. obligation to make any purchase. 
The retailer pointed out that he simply wished to get acquainted 
with the recipient and would be pleased to have him call the first 
time he was in town. This same scheme has proven successful 
with many different kinds of premiums. It works even more 
successfully with women than with men. Some retailers in 
their letters to farmers stated that with each purchase over a 
certain amount, a basket will be given away free of charge. 
With an ordinary stenciling outfit and stencil, the name and 
address of the customer is sometimes put on each basket. Few 
farmers and ranchers have enough baskets on the farm, and this 
appeal has always been effective. 

SCHBMB 5— TICKETS TO MOTION PICTURE SHOWS 

There is no question about the hold the moving picture has 
on the public and especially on the farmers, for their opportunities 
for seeing them are naturaUy limited. A progressive retailer in 
a Wisconsin city made arrangements with the proprietor of a 
nickleodeon near his store to honor tickets Saturday afternoons 
and change the pictures every half hour. The merchant then 
addressed a letter to all the farmers' wives on his mailing list. 
He argued that the farmer received a great deal more mail than 
his wSe and a letter to her would be more carefully read — and 
then it is the women who do much of the trading. Hb proposi- 
tion was to give a free ticket to the nickleodeon with every dollar 
purchase. W^ere values were about the same at the different 
stores, tins proved a strong trade builder, for a half hour with 
the moving pictures gave the farmer's wife a place to rest and be 
entertained at the same time; it added a little color to the week's 
routine and the household necessities in many cases amounted to 
enough every Saturday to provide tickets for an entire family. 

SCHEBiE »-STOEE DIAGRAMS ON LETTERS 

The retailer who understands the farmer trade goes out of his 
way to make it eaay to shop. Large signs, easily read, and 
plainly marked price tags play an important part in making the 
farmer feel at home — ^he likes to find his way about wiUiout 
stoppizig to make inquiries. Appreciating this an Iowa mer- 
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chant with a laige store occupying two floors and a basement, 
has a floor plan printed on the back of the letters tiiat he sencb 
out. The location of each department is plainly indicaWl and 
lists of every-day necessities are printed alon^ one side attd key 
numbers make it easy to locate them. The practical value of 
this scheme was shown the first Saturday after sending out 
letters containing the store diagrams, as many new faces were 
seen among the regular customers. Both men and woown 
brought in these floor plans* found their way from department to 
department, and checked off their purchases from the printed list. 

SCHEME 7— GIVING AWAY CAR FARE FOR TRADE 

An Indiana store planned a big "excursion day special sale." 
This fact was announced broadly in the newspapers, stating that 
with each purchase of a certain amount, the purchaser would 
receive a refund of his car fare. This plan was made especially 
attractive when the retailer followed up his newspaper campaign 
with letters "filled in" and addressed to customers on his 
mailing-list. The letter called attention to newspaper announce- 
ments of the sale and to a facsimile railroad ticket which was 
enclosed. The ticket was not good for passage, but it simply 
served as a graphic reminder of how the recipient of the letter 
might come to tiie city and purchase goods without any expense 
for railroad fare. 



SCHEME 8-^HE '•SPECIAL DISCOUNT" CARD 



In planning a big seasonal or special sale, it is usually best 
to advertise it extensively in the local newspapers, which circulate 
among the farmers. But live retailers have learned that the 
newspaper publicity can be given an individual and personal 
appeal, which is doubly effective when introduced by ktten. 
These letters are primarily for the purpose of calling the custom- 
er's attention to the announcements of the sale running in the 
newspapers, and for making each recipient feel that the retailer 
has written him or her a personal letter, so that it will be possible 
for them to take advantage of the bargains which are offered, 
But m order to make this letter really effective it is de- 
su-able to add some littie inducement not included in the 
newspaper. 
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One excdfent scheme is a special disoouat caid. In the fiist 
letter which the prospect receives there is enclosed a card, which 
entitles the holder to a discount of five or ten per cent from the 
regular sale prices quoted in the newspaper advertisement. 
The recipient is told that this discount to her is one that is sent 
to only a favored few. Her name is written in ink and the card 
is stamped with a serial number. 

This first letter is followed up by another within a week, 
calling the recipient's attention to the card and the fact that the 
limit on the o£Fer is about to expire. Occasionally a third letter 
is written to the persons whose cards have not been redeemed at 
the store* stating that the retailer has decided to extend the limit 
for a few days longer. In this letter another discount card is 
enclosed and marked, "Special Duplicate."| 

SCHEME 0— SPECIALIZING ON STAPLE GOODS 

Observe how a Michigan dealer talks to his prospective cus- 
tomers about his flour, when he opens a letter as follows: 'Tf it 
were possible for me to do so, I would like to call on you and 
your neighbors, just for the purpose of teUing you about our 
Excello flour. You can use in time a sack or two of good flour 
— it is staplfr-^it is a necessity — so even if you are not ready to 
buy any flour just now — why not anticipate your wants by 
taking advantage of the low prices I am quoting you today — and 
come in the next time you are in town." Enclosed in this letter 
was a return post-card, on the back of which the recipient of the 
letter could fill in the amount of the flour she desired, at the price 
quoted her in the letter. Then the merchant would hold the 
offer for her until the next time she came into the city. 

SCHEME 10— CUSTOMERS* LISTS PROM BANK CASHIERS 

I 

In Birmingham, Alabama, a furnishing company has ^built 
up a business among out-of-town patrons which nearly equah 
that of the patronage of the custom^Ri in Birmingham. Tills 
is a quality shop, selling high grade of men's furnbhing goods. 
In every community a shop of this kind must necessarily appeal 
to a limited number of persons who appreciate and are willing 
to pay for quality goods. The town of Birmingham in itself 
did not offer enough business for this retailer. Consequently 



m GETTING NAMES OP PROSPgCTS 

hd decided oil * -niail campaign for IwiiiiieM among out-of 'town 

oujfvn* 

Penonal lettafli if«rt wifitiBfi on Ugh daft die ttamped 
kttatbeadt to tbecasliiin of banka in tbesmaUer towni aunound- 



Sear Bir:- 

We deolra to obtain the naaoa of the Bon and young men 
of your olty whom you think would be apt to patronise an eetab- 
llehaent where the better grades of men's wearable are featured, 
and ae you are doubtless In a position to beet giye us thie infor- 
mation we write to ask if you will be kind enough to fumieh us 
with euoh a list of names. 

There are, of eouree, in all eitiee a few who would 
not be ooneidered responelble or, at least, prompt pay in the 
eyent a oharge aeoount should be opened with them and in the list 
you furnish us jrill ask that you designate those whom you believe 
to be responsible and deserying of a oredit aeoommodation. We 
will treat the matter in strict oonfidenoe and highly appreciate 
this senrioe which, we assure you, will not go by default. 

We conduct a high class clothing, hat and furnishing 
establishment and realise the difficulty one often has of ob- 
taining this character of wearables in their home city and it is 
for the purpose of getting in close touch with the better ele- 
ment of men in your community that ws ask for this list of names. 

Assuring you again of our appreciation and a desire 
to reciprocate the faTor. we are. 

Sincerely yours, 

STAH70IU> COMPAST. 



This letter was sent out by a quality clothing shop in Birmingham to 
cashiers of banks in smaller towns asking for the names of men who 
might he interested in buying a better line of dothing and fvmishings 
than could be carried in a small store. These letters gave the store a 

valuable mailing list 

ing BinninghJEUn. In these letters the retailer frankly told the 
cashier that he wished to obtain the names of the men in the 
banker's town who would be apt to patronize an establishment 
where the better clasis of men's clothing was featured. In this 
letter the retailer pointed out the fact that his clothing shop 
carried clothing and men's wearables which the retailer in^smallAr 
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cities could not afford to keep, because tbe call for them was so 
limited. Tbe banker in almost every instance realized that 
there were a few men in his town who did buy certain articles of 
clothing in Birmingham and other squthemjcities^that could not 



Dear Sir:- 

Tour naAe has "been euggested to us as one who would 
likely he interested in men's wearahles of the better elass and 
we take this method of extending an inritation for you to pay 
our shop a Tisit when in the city. 

We recognise, and appreciate the fact, that a person 
prefers to lend support to home establishments hut is often 
unahle to procure from them all the articles .of clothing and 
hats and furnishings of the quality he would like to wear and it 
is this part of your patronage we wish to solioit. 

Tou will find our wearahles to he not only correct as 
to style, hut to possess a degree of quality and character far 
ahOTO the commonplaoe and in which you can place ahsolute 
reliance. 

Trusting to he faTored with a Tisit from you on your 
next trip to Birmingham and assuring you of our high appreciation 
for your patronage, we are. 

lespect fully, 

STAWOIO) COHPAST. 



This letter woe used to bring the shop to the aUerUion of the posstbie eus^ 
tomers. It was carefully toorded to make the recipients feel that they were 
not disloyal totheir tooal merchants by making purchases in the larger city. 

be secured in the local stores. Consequently he was willing to 
send these names to the retailer, after he was assured that this 
would be held in the strictest confidence. 

The retailer received replies from all but six of the cashiers, 
and each gave him a splendid list of names. The advantage of 
securing these names from the cashiers was that in almost every 
instance only those persons were selected to whom a credit 
account could be safdy given. 

i^ As an expression of the retailer's appreciation, he sent each 
of the cashiers giving him a list of names a cravat of excellent 
<|uality, stating in his letter that he hoped the cashier would 
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accept it in the spirit in which it waa given, and inviting him 
at the fint opportunity to viait hia ^p and make himself 
known* This second letter to caahien idone well rqiaid the 
trouble and expense incurred* aa they were generally appre- 
ciative over the unexpected gift, and the result has been the 
making friends for this shop of at least one influential and reli- 
able citicen in every town within a reasonable trading distance. 

. The names furnished by the cashiers of the varioua banks 
were filed on 8 x 5 caids» which have spaces for the name, address, 
sixe of coat, trousers, hat, shirt, collar and hose, with lines at the 
bottom for filling in the amounts which might be purchased 
from month to month. One space was reserved also for the 
person recommending this name. Persons who opened charge 
accounts and also those who bought for cash have had the 
amounts entered under the month in which the purchase was 
made. 

When this list of names was finally made up, a carefully 

Crepared personal letter was mailed to each person, acquainting 
im with the fact that he had been suggested as a person who 
would be interested in the retailer's clothes and who would want 
to visit the quality shop the next time he was in Birmingham. 
These letters are systematically followed up by means of booklets 
and other letters. The result of this little campaign has been to 
place the retailer in dose touch with the most desirable element 
of the many small towns within his natural trade zone, and it 
has made many valued customers, who not only visit and buy in 
the shop when in the dty, but who make use of the mails for 
ordering articles of apparel which are sent subject to approval. 
Where the amounts are so large in some instances that the 
necessity for further credit information concerning his individual 
responsibility is evident* the friendly cashier, who has previously 
recommended his name, is only too glad to furnish the dealer 
with a report on which a reliable decision may be based. 

SCHEME 11— A BANK CHECK ENCLOSURE 

The best advertising scheme ever used by a concern of 
Atlanta was based on a letter, in which they said that the recip- 
ient's time was valuable, and that they were willing to pay him 
for it, at the rate of ten dollars a day. *'We just want two 
minutes of your time," the letter read, "and although this letter 



FREE CERTIFICATES PULL TRADE 171 

is well worth your time, we are williDg to pay you for the two 
minutes, for which we enclose our check for five cents." 

The letter went or to call attention to the store's new stock of 
goods. Many persons laughingly brought in their checks to be 
cashed. Some sent them through their bank. The scheme 
proved to be a tremendous success and brought more new 
business than any other plan ever devised by these retailers. 

The proprietor of the retail store, selling the more staple 
articles, often feels that he cannot adopt many of the sales 
schemes used by his neighbors. He thinks it impractical to 
use letters in his solicitations. An Ohio grocer, however, has 
built up a big business among the farmer trade by appealing to 
them along the line of pure groceries. He has won their confi- 
dence by sending them letters, opening in such a way, as "Why 
not serve 'jpfwre groceries on your table in the future — ^when they 
cost no more? At least give our grocery department a trial. 
Come in to see us the first time you are in town." 

SCHEME 1«— A "FREE" $5.00 CERTIFICATE 

An Ohio store used a special certificate scheme with most 
satisfactory resuhs. The certificate is the basis of a campaign 
in itself. Under this scheme the retailer advises that with 
every $20.00 purchase, he will receive a certificate, which will 
entitle the holder to $5.00 worth of merchandise absolutely free. 
The element of chance in this proposition makes it exceedingly 
attractive to prospective customers. The merchant at the time 
of the sale can easily afford to make an offer of this kind, for 
$5.00 worth of merchandise, priced at retail, does not mean that 
these goods cost him $5.00. This scheme is backed up and 
given impetus by means of letters mailed to customers and 
prospective customers. In each letter the proposition is plainly 
described. A copy of one of the certificates is sent, marked in 
red ink across its face witli the word "sample." 

Another plan which never fails to appeal to out-of-town 
trade is the ofifer to pay car fare on all purchases above a certain 
amount. Certain stores offer to give away with each purchase 
above a certain amount one elegant dinner set. These dinner 
sets, in English or American porcelain, may be secured at very 
low prices — so low that on purchases amounting to $50.00 or 
$75.00 an entire 100-piece dinner set may often be given away. 



PART X 



Consisting of three chapters on the sub- 
ject of "HOW TO GET BUSINESS 
FROM DEALERS." 



THE man who is satisfied with what comes 
to him unsolicited answers few knocks at 
the door. 



The stay-at-home misses daily opportunities 
that pass at the next comer. 

Opportunities are in perpetual motion. Get 
after them. 



Don't let custom dictate the boundaries of your 
business — don*t let convention hold you down. 



Lay out a plan, a campaign for new business- 
then go after it. 



Exhaust every source, swing every prospect into 
line. 



Don't be satisfied with the business that you 
have — get more. 



Putting Propositions to the 
Dealer in Letters 

PART X! HOW TO GET BUSINESS FROM DEALERS CHAPTBR 14 

IT is not the selling scheme alone y nor the special 
terms, nor the exclvsive privilege, nor any of the 
other tricks in the salesman's pack that finally 
swing the dealer from the **prospect*' list to the 
customer list; it is the manner in which these 
TRICKS ARE PRESENTED TO HIM. There is a right 
and a wrong method of approaching him by Tnail 
— 05 is illustrated on the following 11 pa^es 

THE average manufacturer is so much in love with his 
product that he cannot get away from it. He con- 
stantly talks to the dealer of his article as an article 
while it is in reality a commodity of trade. His most 
common as well as his most disastrous mistake in his 
selling argument is to lose sight of the great fundamental prin- 
ciple on which all dealer arguments must hinge — the fact that 
merchandise is merely the vehicle by which profits are conveyed 
to the dealer. 

As long as the manufacturer fails to adjust his viewpoint 
to that of the dealer; as long as he attempts to interest the 
retailer with arguments on quality and adaptability; while 
he should be talking profits, sales, customers his letters will 
fail in their mission. 

The reason is not difficult to understand. Stop and con- 
sider that the function the dealer plays in the world of industry 
is to supply a medium through which goods are conveyed to 
the consumer from the producer — that his function is to dis- 
tribute produce, not to use it, and you will understand why 
merchandise as mere merchandise Vloes not interest him* Tbe 

lit 
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KNOW THE DEALER'S PROBLEBiS 



dealer*! business is the selling medium, and his love is not for 
the game but for gain: he is looking for the profits that the 
handling of goods — ^the distribution of an article — ^must offer 
him. U the article offers no gain, he is not interested. 

Come down to the every-day fmncipie, that the dealer is 
just a plain, ordinary man, with the same inclinations, the 
same preferences and prejudices, the same degree of human 
selfishness that you or I or other men in business have; that 
if you offer him something to gain customers, trade, prosperity 
— ^he is interested, and your appeal will reach home. 

Thus it is evident that the letter which gets the interest and 
convinces the dealer must adopt his point of view — ^must sur- 
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vey his problems, his troubles and difficulties from his attitude. 
It must aim to solve the problems, lighten the troubles and 
lessen the difficulties — it must attempt to supply the dealer's 
wants. And the manufacturer who attempts to secure his 
interest or co-operation, without a full knowledge of the proper 
weight of these human qualities in the letter, will miss the point 
of contact. 

Then, consider the importance of knowing the dealer's 
business, his problems, his condition, the trade influences 
affecting him, before you attempt to reach the point of contact. 
The ways by 'which this point of contact may be reached are 
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numerous. You may play upon the dealer's desire for gain, 
his ambition for success, or you may work upon his sentiment 
You may strike straight at his interest by inducement, or per- 
haps you may use pressiue to force an entry into his good graces. 
You may even wield the club of fear, and thus command his 
good will and co-operation. 

Then you may approach him from some original method, 
some new idea wiUi which he is not familiar, thus first appealing 
throu^ natural curiosity and then quickly swinging to your 
proposition. But in any case, you must apply the fundamental 
principle, that you aim to offer him sometlui^ that brings him 
gain*— that you seek to benefit him as well as yourself — thai your 
propositiMi is mutually profitable. 

"I am,** and ''my goods are,*' is the gist of the letter that 
the average manufacturer writes to the deiUer, while the basic 
idea of the letter should be, "What you can do with my goods," 
**The customers — the profit — ^my trade will bring you," "Why 
you can handle my goods to your benefit" Tell the dealer 
that you can offer him trade, customers — that your goods will 
sell readily, and prove it, if you would get his interest Tell 
him, "Hero ts a line of customers who want my goods," or 
"Hero are profits which you should be pocketing," or approach 
him with this argument, "I merely want you to distribute 
these goods — to supply a demand which I will create for them." 
These are the arguments that he wants to hear, because they 
spell "more sales — more orders" to him. And this is the appeal 
that gets him in line. 

SCHEME 1— THE OFFER OF '*M0RE CUSTOMERS" 

A cigar manufacturer's letter tells the dealer, "Cust(»ners 
are included with the cigars. You may not want the tobacco 
— but you do want the customers. When you buy ■ you 
get the men who smdce them, too; we deliver both. We 
make the cigars and the demand. The cigars are ready and 
the demand will be started as soon as we get local distribution. 

There is no risk in placing an order for except the risk 

of delaying too long, lliis is the best piece of five-cent goods 
that ever left the factory. We are so confident of the quality 
that we are putting enough money back of our confidence to 
make sure of a big maricet ahead of us in your town." Doesn't 



' ' ■ 

176 EXAMPLES OF GOOD SELLING POINTS 

this letter offer hit the iargcU when it is aimed at the man who 
is looking for the margin that sales on an article bring 
him? The possibilities of future gain influences the retailer 
and the aigument is effective. 

SCHEME t-THE UNIQUE PACKAGE 

A dealer letter used by a manufacturer to bring out this 

point says: 

■"■""■■■■""■^^^■^■■^""•"■■— ■■■■'■■■'^"■^■■■"■'^■^■"■"■'^■^■^■■-■■■■"■"■"■""■■"^^■^■-■^■-■■■^■■"" 

'The handaoBeat niokel olgar— packed in the most unique 
box eyer seen in the trade. The cigar is ripe, but the. box lie < 
sreen--you can't Bise the BOX in the CASX» but if the nan who hav 
been educated by our adTortlilng should come in and denand it 
and doesn't 8XB the green box. he'll fisk you if you *8ee anything 
green in his eye,' and will go to the VXZT shop.' 



There is one angle on which a quality talk may be hinged 
in an appeal to the dealer. Show the dealer that the quality 
is the thing that creates the demand — then prove to him that 
your product has this particular demand-creating property and 
the argument comes to bear directly upon him. In this way 
one producer aims to direct the quality argument at the retailer 
in his letter: "We have built up a demand for our clothes on 
the label. The label has always stood for quality — not merely 
the 'just as good* quality — ^but the best that can be manufac- 
tured; all wool cloth, expert operators in the construction, and 
one hundred per cent shrinkage in the goods. The consumer 
has come to expect this excellence of quality when he sees our 
label. You have but to show the label on the suit and your 
customer knows you are selling high grade clothes. His con- 
fidence is won without your personal guarantee and you sell 
him twice as readily." See how the letter swings the ordinary 
consumer argument of quality into an. appeal to the dealer. 
The argument marks the point where quality means easy dis- 
tribution for the retailer. 

SCHEME S— CATCH I^HRASES 

An original and striking approach often wedges open a 
path for tiie heavier argument of the manufacturer. Take 
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the catchy phrase which incites the dealer's curiosity, and 
then apply it to the selling argument. Here is the way one 
man writes: **The monkey who pulled the chestnuts out of 
the- fire get burned. There's no record of his subsequent 
actions — excepU that he didn't try to get them the second time." 
Then the application is shown in &is way: **The man who 
was *stung' on a suit of clothes is just like the monkey — ^and 
he knows it. He won't come back for another suit There 
are hundreds of men in your town who have bought and 'won't 
come back,' because they didn't get their money's worth. You 
want to handle clothes that give full value — clothes that give 
your customers a dollar's return for every dollar they spend. 
We are educating men to know that our garments stand for 
sincerity." And thus the manufacturer has appealed to the 
dealer's desire for steady customers. 

But stronger than the striking approach is an original 
selling feature in its ability to get into the good graces of the 
dealer. Take any new method of distributing the goods to 
the consumer, such as offering prizes with purchases, or guaran- 
teeing satisfaction to the consumer, or giving the consumer a 
trial of the goods with the no-pay-if-not-satisfactory plan and 
consumer sales are stimulated. The dealer knows this fact, 
and if you offer to let him dispose of your goods on any 
one of these selling plans, and then stand back of him to 
re-imburse him where necessary, you have a powerful appeal 
to his interest. 

SCHEME 4— INSURING DEALERS AGAINST LOSS 

Still more forceful is the offer which protects the retailer 
against' loss or risk. - For example, you write the dealer, "Here 
is a line of goods that will sell like hot cakes. We are con- 
fident of the demand they Carry with them and to show you just 
how thoroughly convinced we are of their ability to draw trade, 
we will make you this remarkable offer: We will guarantee to 
buy back all unsold goods on your shelves or in your stock room 
at the end of the season, if you feel that you cannot dbpose 
of them." Here you have offered the dealer everything to gain 
and nothing to lose. It is natural that he is interested if his 
capital — ^his business — is absolutely protected. Such an ap- 
peal is almost irresistible. 
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I>«ar Sir: 

lat on oy toqb cibsks ooi 

Yoa voB't •!•• hlB if yott ar« a pptt card A«al«r abA 
iBttall OBC of e«r haaciac Aitplay raokt. 

This BOW ditplay f iztar* it alaoat iA«aI ia that it , 
ooB^iBos siBplioity aad durability of eoattmotioa. baaaty of 
dosiga aad fiaioli--aoootaability without tho aaorifioo of ral- 
uahlo apaoo. aad aaoimoua aaloa pulliac povor. 

With OBo of thoao fiztnroa iaitallad ia your store 
oaeh purehaaar eaa wait oa hiasolf aad aako purehasas as aoa« 
Toaioatly aa with tho aaaiataaea of your alark. Prieo eards 
ooaToaioatly arraagod giro tho prospootiTo purohaaor all aooaa* 
■ary iaforaatioa aad aa tho ataad rarolraa roadily ia aay di- 
rootioa all oards oaa ha brought diroetly bofora your ouatoaar. 

luadrada of our patroaa haro toatifiad to tho Borita 
of thia ataad. Mr. f. f. Hooro. Paoolot. 8. C. . vritoa: "Z 
bought OBO of your diaplay ataada aad it haa iaaroaaod ay aaloa 
woadorfully. " Mr. Caspor Lovo, Lyabrook, V. T. . purohaaod oao 
of our ataada Vot. llth» 1909, aad aaothar Yob. 7th, 1910. | 

Tou eaa haro oaa of thoaa ataada abaolutaly froa. To 
oaoh of tha firat four huadrad aad fifty poat oard daalors pur- 
ohaaiag oao of our aaaortaoata of fira huadrod auporior quality 
poat oarda for #9.00 Y.O.B. Chioago «a will giva a haagiag dis* 
play raok baautifully fiaishad ia blaok oaaaal absolutaly fraa. 

Aad tha oarda aloaa ara aa azeolloat iBToataaBt, for 
you eaa roaliso a profit of #7.50 oa your purehaaa priea aad giro 
your patroaa aseallaat Talua tao. All aarda ara gma raat — d . . If 
thoy aro aot aatiafaotory «a will allow thoir rotura aad all 
Boaoy rofaadod. 

But you Buat aat aov— oaly four huadrad aad fifty 
aaaortaoata raaaia oa haad aad thia Taluo eaaaot bo duplieatad 
whoa thoaa ara axhauatod. 

Va aaaloaa aa addroaaod past oard with oar guaraataa 
for your aasroaioaoo. Mail it today. 

Toara Tary truly. 



TAf kUer which H$ki to dinch ihs d§aUr*$ mrd§r by an ojkr otmwm prim 
with the sale of the goods, is often most efleetiveiespeciaMy when the arti- 
de does not involve too large an ouUap of money. The (Aove l^tUr lays 
more emphasis on the prism titan on the arHde to be sold, depending on a 
guansUee to give eonfidenee of merii. A limited supply of the partienhr 
goods offend, givee indueement for an eaAy response 



SCHEMES THAT LESSEN THE DEALER'S RISKS lt» 

Then take the $taxie guatantee tRgainst risk from the angle 
of a thirty-day free trial, with payment for the goods after Sie 
dealer has tried their selling power for a certain period. The 
effectiveness of this appeal lies in the absolute protection of the 
dealer. The impression of confidence carried with an offer 
of goods without payment of any money down at first impels 
the dealer's confidence. Then once on the shelves of the dealer, 
or displayed in his store, the sale is practically assured. 

SCHEME 5— THE FREE TRIAL 

This is a clinching appeal. It does not interfere in any 
way with any other plan of selling, but may be added for addi- 
tional force where the dealer is hard to convince. For example, 
one manufacturer uses this letter argument: 



Tott ean plae« our toiI«t soaps on display in your 
stors. OlTS them prominenoe and arrangs thsm attraotively. We 
know ths dsaiand thsy will orsats--ths salss they will bring you. 
To baok up our confidsnoe, ws will put in a stock for your trial 
at ona RISK. You sell thsm, oollset your ooamission and pay us 
for ths stook, A9TBR you hars prorsn thslr salsa tmlus. Tou 
incur no vbligation. If you find you can't dispose of them, we 
will aoospt thsir rsturn without arguasnt. 



This manufacturer goes to the very boundaries of "good 
business" in his aim to get the dealer's interest. 

SCHEME «— DIRECTIONS FOR DISPLAYING GOODS 

If you remember that the dealer is ambitious — that he has 
an inborn desire to increase his business, to build it up on a 
substantial basis, and tiiat, to satisfy this desire, he must sell 
more goods, secure more profits, you may appeal effectively 
by giving him selling instruction in your letters. This is a 
subject &at requires great tact in handling, since the oppor- 
tunity to offend by assuming his inability to sell is ever present 
To effectually ward off possible offence, one manufacturer 
gives such information a distinct "news value" and si^gests 
that it mi^t be applicable. 
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For example, he writes, "Our dbplaj expert last week 
arranged a window display in the town of B— ^ — , which, our 
dealer there tells us, has pulied big results. It was used in 
this way," and then the letter describes how a practical window 
displaj is arranged. Then to show its application, the letter 
suggests, "Perhaps this same scheme would be applicable in 
jour store. You might arrange a similar display. I am giving 
you tlus information because I want you to know of the most 
successful schemes that are being used to insure larger sales.*' 
In this way the manufacturer secured the interest of the dealer 
through his evident desire to aid in retail selling. Many con- 
cerns publish and send out periodic bulletins or booklets, de- 
voted to the description of useful selling hints and suggestions 
for the retafler. Still another concern offers the dealer a free 
course in selling for his clerks, supplying the experience of an 
expert for the purpose. 

SCHEME 7— LOCAL NEWSPAPER ADVERTISING 

Still another manufacturer offers as an inducement adver- 
tising assistance, '^ou would like to have these goods adver- 
tised in your local paper over your name, wouldn't you ? Your 
business would benefit greatly through any advertising over 
your name and address, if used in your local mediums where 
your customers and your competitors' customers will read it. 
We will conduct a two-months' advertising campaign for you 
and thus keep customers coming to your store." Such an 
offer involves ian idea that gets close to the retailer's heart. 
The plan not only advertises the particular line of goods, but 
it booms his business generally. Another plan offers to supply 
the dealer with all his printed matter to be used on customers. 

SCHEME 8— THE "PRIVATE BRAND" 

Often the offer of goods made up for a dealer's private 
brand, is the very inducement that finds his interest Take, 
for instance, the letter offering to the dealer a line of groceries 
or shoes or merchandise, marked with his name and address, 
or manufactured and put up under name of his store; then 
the dealer, who always wants to advertise his place of business, 
and who often likes the prestige that a private brand gives to 
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hif store, finds the opportunitj he has been looking for at little 
or no additional cost over similar goods he has b^ selling. 

SCHEME V-QUICK SERVICE 

Service is another argument to which the dealer cannot 
remain deaf. He wants to know why it will pay him to get his 
goods from you rather than from the other manufacturer. 
Then show hun that you can get to him, say, five days quicker; 
that your means of transportation insure better treatment of 
his goods en route; or that your house adopts a policy of abso- 
lute time limit shipments, not varying one iota from this fixed 
rule. Write him: "Your greatest problem is how you may 
get the goods to your customers sooner. We guarantee a six 
day service;** or say to him, *'You would like to make your 
jobber's stock room an annex to your store, wouldn't you? 
Then, here is the way you can do it. Here is a way you can 
carry a double stock of goods without increasing your store 
space. We give a twenty-four hour service, which enables 
you to take an order from your customer and supply the goods 
the next day." 

To carry this idea one step further, the manufacturer may 
even work upon the sentiment of the dealer. Where the sales- 
man writes the dealer, letters assume an intimate personal 
attitude. They appeal so strongly because the dealer is on 
terms of intimacy with the writer. The salesman knows and 
uses intimate points of contact to strengthen his grip on the 
dealer's interest The selling arguments he may use in his 
letters therefore carry unusual weight. 

SCHEME 10— PERSONAL ADVICE FROM SALESMEN 

"What you need, is a line of goods that will answer this or 
that demand in your town," the salesman says in his letter, 
and the dealer believes it because he has confidence in the sales- 
man. He feels that salesman knows the exact conditions of 
his business. Or the salesman says, "You want to deal with 
a house that will guarantee you against loss through overstock- 
ing or damaged goods in shipment Our concern will absolutely 
guarantee this—rU tell you frankly that you can expect only 
'square dealing* from them," and the dealer believes it because 
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he haa learned to put confidence in the salennaii. '*We are 
watching out for your interests as well as ouis/' the salesman 
writes, and the merchant is confident that such is the case. 

SCHEME 11— THE INDUCEMENT Of AN ESTABLISHED DEMAND 

But the effectiveness of pressure on the dealer, as a method 
of appeal overshadows the majority of other means of approach. 
Pressure may be brought to bear on the retailer to compel 
his attention — with the alternative of his losing attractive profits 
and evident customer trade. *^ake this line of goods with 
the demand supplied, or lose big profits," is a club which com- 
mands the dealer's inter^t. You may go to the consumer 
with letters and create a demand or trial sales or customers — 
you build up a trial order business with the consumers. Then 
offer the prospects or the established customers along 
with the bill of goods and the dealer can hardly turn 
you away. 

SCHEME 12— CREATING A DEMAND BY CIRCULARS 

Or you may say to the merchant, "I am flooding the shoe 
buyers of your town with literature, and educating them to 
know the value of and to want the shoes I am manufacturing; 
I am going to create a big demand for these shoes for some 
dealer. Do you want the business — do you want the sales 
this demand will assure you? If you but say the word I will 
direct these buyers to your store. You must, however, take 
a stock of my goods to supply this demand, because these con- 
sumers don't want any other shoe — ^they want only my shoe, 
because I have shown them it is the one best suited to their 
needs. I am not asking you to buy a big bill of shoes — all 
I ask is that you take just enough to supply the wants of the 
people I will send to you." Then commence sending customers 
to the dealer's store. He cannot supply the goods because 
he hasn't them. But let a few more customers ask for those 
specific goods and leave his store to ask for them elsewhere, 
and he comes running to secure a bill of the goods. It is more 
than he can stand, to see business slipping away from him. 
The pressure of the possible business becomes too grest for 
his indifference and the probkm of appeal is solved. 
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Even though he does not want the additional business, 
himself, he hates to see his competitors getting it. He is often 
persuaded to listen to the manufacturer's argument rather than 
see the "dealer across the street" benefit. Thus, often 
the surest method of reaching your man is by a nega- 
tive-appeal. 

In this way the dealer is tactfully shown that if he doesn't 
take the line a competitor will. And in canying out the im- 
pression of '*big stick" the greatest tact must be employed. 
You cannot say to the dealer, "If you don't take this proposi- 
tion, I'll offer it to yoiu* competitor and let him get an advan- 
tage over you," because the natural independence of the man 
will assert itself and he will usually tell you to "Go hang your- 
self," or something equally independent. But if you approach 
him in a smooth way — covering the blunt threat with velvet — 
you may better secure the co-operation of the dealer, because 
no man likes to have an uncouth command thrown at him. 

But no matter how velvety the phrasing the compelling 
force of the argument is evident, because of the suggestion that 
unless the dealer takes over the lines of goods he must relin- 
quish a sure source of profit to his competitor. The fear 
of giving his competitor the advantage makes the appeal 
effective. 

SCHEME 1»-GETTING COMMENDATION FROM LOCAL ORGANIZATIONS 

This idea may be carried a step further. A local selling 
factor may be brought into co-operation with the manufacturer, 
which will compel the dealer's attention under the fear of pos- 
sible loss of his other trade. For example, the manufacturer 
may secure the co-operation of a local organization or business 
concern, under promise of some prize or financial mducement. 

There is a general policy that must be adopted by the manu- 
facturer in his letters to dealers, if he would touch more closely 
the point of contact. It is the policy of assuming a different 
attitude for dealers in different sections of the country. The 
natural surroundings of the dealer, the atmosphere and the 
environment affect his viewpoint. If you would reach the 
westerner most effectively, talk quantity to him. Speak in 
large figures, give less attention to details of the argument 
and hammer on service. 
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To the aottthemer talk cfaeap nm price, in your letten. 
Make jova referencee only to small quantities. Then when 
writing the easterner pound on the arguments that refer to 
quality and the superiority of the product oTer other products, 
horn the attitude that consumers want only quality. 

There is a still finer step necessary in appealing to dealers 
by letter. It lies in the mechanical make-up of the letter. 
This appeal is to the senses of the man. Take every precaution 
to see that your letters are neatly made up. Rumpling and 
mussiness in the letter fail to carry the necessary impression 
of value. *'Make every letter so perfect in its detail that the 
man who receives it will know it is a thing of value — ^that it 
was created with great care— that it is the result of unusual 
painstaking and that it should be handled as though it were as 
valuable as the priceless vase or jewel,'* is the instruction a 
western manufacturer gives to his correspondents. 

In the same way, make your English unquestionable. A 
certain colloquial tone without sacrifice of dignity adds force, 
because it gets more nearly on the level of the dealer. 

Thus, if you seek to reach the dealer and secure his interest 
and co-operation — if you want to make your letters to him 
effective — you must first consider the man and his business. 
You must adopt his viewpoint when you profit-gain for his 
business. You must adopt his viewpoint when you argue that 
your product is the goods he wants to handle. You must aim 
to aid him in his work of distribution. Then you will secure 
the finer appeal that the manufacturer's letter may convey. 



How To Get Business By Mail 

From Dealers 

PART X HOW TO GET BUSINESS FROM DEALERS CHAPTBRlg 

THE AVERAGE retailer has a natural mistrust 
of new and untried goods. He is prejudiced in 
favor of lines he had already handled. He is 
correspondingly reluxAant to consider new propo- 
sitions. To overcome this inertia the manwac- 
turer mu^t resort to unique talking points. Here 
are some specimen ways for presenting this point 

in letters. 

THE average product follows an established route between 
factory and consumer. Midway on this route stands 
the retailer. The product stops on his shelves until 
it is handed out to the consumer. 

From the standpoint of the manufacturer his biggest prob- 
lem is to interest die retailer. In all probabQity ^is retailer 
cares nothing for his proposition. He does not want to load 
himself up with more stock; he does not want to tie up more 
capital in his business; he is prejudiced in favor of the goods 
and the brands that he has always handled; he is doubtful of 
the demand that there will be for the new product So preju- 
diced is he against new lines that he is reluctant to give your 
proposition a hearing. 

To overcome this inertia and secure the co-operation of 
the merchant it is necessary to have some unique talking point, 
some unusual feature or some material hiducement that will 
appeal to his bankbook. The manufacturer who goes on 
the market with a new product may start his campaign with 
advertising in newspapers and magazines to create a demand 
among^the consumers and then go to the dealers with a^force 
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of salesmen to secure their orders* but this method is expensive 
and not always successful, and so the letter has been substituted 
in many cases for the salesman, for the letter does the work 
at a cost which enables the manufacturer to cover a laige terri- 
tory quickly. 

As was pointed out in the chapters on opening new terri- 
tory, the appeal to the consumer must be on the quality of the 
goods or some improvement or novel feature, while the sole 
appeal to the dealer is customers — sales — profits. And to 
reach him by letter the manufacturer or the wholesaler must 
have some original scheme or some cash-register-inducement 
that will call forth an order. The letters to the dealer must 
hammer on three points: the fact that there is a demand for 
the goods; that the merit of the product assures satisfaction, 
and that the dealer will have certain profits. As few goods are 
sold by a single letter, these different arguments may be used 
in a series of follow-up letters, but arguments alone will win 
comparatively few orders. There must be specific schemes 
and unusual inducements if orders are to be pulled by mail, 
and this chapter takes up schemes that have proved success- 
ful — schemes that have sold goods and converted a trial order 
merchant into a steady customer. 

First and last, the only proposition that grips the merdiant 
is some practical assistance in moving the goods. The most 
familiar plan is co-operation in advertising, the manufacturer 
furnishing booklets, cards, posters and cuts, or paying for 
advertising, or sending out letters to prospects. 

This prize-with-dealer's-order scheme may apply to any 
article of every-day demand. Take for instance the sale of 
post cards to retailers and stationers. One manufacturer 
opens his letter in this way: 



There are one hundred and forty-two poet card dealers 
on our hooks who hare written ue personal letters stating that 
our speoial display racks hare more than doubled their ealee 
the past three months. That's why this letter is of Tital ia- 
portanoe to you who are trying in erery way to increase your 
sales and eliainate personal labor at the saae tiae. 

Think of hundreds of people who risit your store and 
who would purchaee post cards if a large display were forcibly 
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brouclit to tholr atttntion. This is sxaotly vhat the v rack does 
for you. WB BMSD ZT IBBB OY CRARQ'l with otoit order of f !▼• 
dollars aad over. Tou use It and keep it as Ions as you eontinue 
to sell our oards. 

We haTs fiTo hundred card assortments consisting of 
as SBormous Tariety of fancy. Tiew. humorous, air hrush, hirth- 
day and greeting cards at $5.00 7. 0. B. Chicago. These oards 
are fully guaranteed -in all respects and if the assortment does 
not fully meet your requirements and please you we will con- 
sider it a faTor to hare the entire shipment returned. Only 
two hundred and twenty'^fiTo of these assortments remain on 
hand. You must act today if you want one. Simply mark an (X) 
on the enclosed addressed post card and mail it today. Stand 
and oards will go forward at once. 



A clothing manufacturer put it up to the merchant in this 
way: 



In this letter you will find a special offer of 
« fine custom made suit of clothes free of cost — hut this was 
not the message we started to give you. You need help in push- 
ing sales of clothes. When a dealer puts Sackman clothes on his 
shelTos, wo help him sell them. We help him advert iBe--8end us 
lists of customers and we will write them letters and send them 
style hooklets. You want cuts for your local newspaper adver- 
tising to make it distinctive and appealing and we will supply 
them for you. 

But here's the point--we're going to offer you 
more--for a short period. Tor the next fifteen days, we are go- 
ing to give with every two hundred dollar order of clothes, a 
fine tailored suit to the dealer 7RZS. We will send samples 
of cloth for you to select from and promise you one of the hand- 
somest suits you ever wore. This offer is dated from August 
tenth. That means that to get the suit, your order must reach 
us before the twenty-fifth. An order hlank is enclosed. Sign 
the hlank today and mail to us. Tomorrow you hegin getting the 
selling service for the clothes and within ten days you have a 
suit in addition. 



The guarantee of satisfaction reassures the dealer and the 
limited number of sets available is a do-it-now spur that induces 
the reader to reach for his pen at once. 

A present with every purchase of a considerable size often 
plays upon the dealer's desire for "goods that he can get for 
noliiing." It has been proven in many instances, that an 
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offer of a small quantity of the goods* tree* with the regular bill 
of goods of considerable quantity will swing the sale mora 
readUy than an offer of a discount or a cut rate equivalent 
to the value of the present This is because of the impres- 
sion of inferiority carried by tiie cut price or special dis- 
count. To cut rates implies that there is not sufficient de- 
mand for the product. Along this line of appeal, was an 
offer by a soap manufacturer: 



With 9r9rj tw«nty oasas of ottr Viol«t Brand soap, «• 
will glT9 you ono ease absolutely free. Tour sales on this ad- 
ditional ease vill bring you a olean profit. Tou vill need 
fully twenty oases and by ordering that number at one tiae yon 
vill seoure this Taluable present. 



Still another scheme of giving presents with purchases of 
goods has been used by manufacturers. It is to offer a present 
with each purchase — an inducement to get customers into the 
dealer's store. This letter was used by a shoe dealer: 



You vant more oustomers. You want more sales — and 
the profits they bring you. We hare decided to offer a present 
with every pair of our shoes purohased in your store. It is a 
newly patented shining outfit. It consists of a box of the best 
grade Shinum on the market, a fine bristle brush and a lambs 
wool shiner. This is an attraotiTs and Taluable present. It is 
the very thing every shoe buyer wants. Your sales will Jump 
fifty per cent through the inducement of this present and the 
quality of the leather and the worlouinship in our shoes will 
bring the oustomers baok. 



To make the prize offer more generally effective, a special 
advertising campaign was outlined. This campaign was used 
as a further inducement: 



Your profits on soap salsa are limited. You can't 
flfXl more soap without some inducement to bring in more buyers-* 
new customers. During the snmmsr we arc going to giTs away base 
balls to the boys of your town who save our seals. They can't 
get the seals unless their mothers buy this soap, but that free 
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fastball (and it is wtll aadt) will haTo trtry boy ttating his 
Bother to huy this soap, laoh oake of Pure Oream soap oontaias a 
ssal. ViTS ssals eall for a bass hall. These prist hast halls 
are furnishsd hy us and ssnt to you with the ease of soap*-sead 
in the order today and haTO OTory hoy in town plug for your 
store. 

We will adrertlse Pure Cream soap and the free hase 
halle in your loeal papers. Tou vant to he one of the retailers 
handling it. The enclosed order hlank includes the epeoial offer. 
You need only write your name at the hottom and the trial ease of 
soap will he eent at onoe. Unleee you want your oompetitors to 
reap the harvest of this campaign, fill out the hlank and mail 
to us today. 



One of the most effective schemes for clinching the dealer's 
order is to guarantee his sale — to offer him the privilege of 
returning unsold goods at the end of a certain period of time 
in case he so desires. Thus a wholesale mercantile house, 
which aimed to put out a line of hosiery selling for more money 
than the average brands because of a new feature in its manu- 
facture, sent out letters to this effect: 



When you order a etook of hosiery, you nsTor know Just 
how long there will he a demand for that particular grade of 
goods. You may have to dispose of any eurplue stock hy selling 
at reduced prices, cutting your profits and ther^ ie always the 
chance that you will lose money on the order. 

So certiin are we of the demand for Slwood brand 
hosiery, which is made with a double woven heel and toe. that we 
are prepared to protect you absolutely — to guarantee you a aatis* 
factory sale on Blwood brand and make thia exceptional offer. 
We guarantee to take back all unsold goods at the end of the 
seaeon, and refund your money if you feel that you do not wish 
to carry them longer. 



Thus the dealer, given confidence by the guarantee from 
the manufacturer, feels that he is taking small risk. The 
sale of the goods is practically assured and seldom are unsold 
goods returned at the close of the season. 

A thirty-^y trial offer is one of the most effectiwe argu* 
ments in a selling campaign. It is an absolute guarantee that 
can be adopted so that it will not conflict with &e working of 
any other limited offer or scheme of a temporary nature. Fol- 
lowing arguments consistent with good quality and economical 
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value, thk Bcheme frequently prova the final inducement to 
bring the sale. 

It adjusts itself to almost any product. A concrete illustra- 
tion is found in the letter of a tooth brush manufacturer who 
wrote the dealers: 



By accepting our 30-day trial offer, you can prove for 
youreelf that the Olive tooth hrueh is all that we claim for it. 
Juet to co&Tinoe you that it will sell oTen nore readily than we 
have claiaed, we agree to fill this order on a 30-day free trial. 
If for any reason you do not wish to oontinue sslling this hrand 
of hrushes after the 30-day trial— sinply ship hack the unsold 
part of the order at our expense and sail us a oheck for the 
hrusbes you have sold. 



There can hardly be a more effective way of securing the 
dealer's confidence. He takes no risk, incurs no expense, 
and until the end of the thirty days may sell the article and- 
collect his profits without incurring any responsibility. 

A special feature or distinguishing characteristic furnishes 
a selling argument that is most advantageous, and manufac- 
turers frequently add attachments to machines or put on some 
new appliance with the primary object of providing a talking 
point. The attachment may be something that is very seldom 
used, but it gives a distinguishing characteristic that tips the 
scale in favor of that particular machine or device. 

A manufacturer, whose sales failed to come up to expecta- 
tions, added a distinguishing feature and wrote this letter 
to dealers: 



A good safety razor must fill every demand of the man 
who uses it or your sale will he small. Xvery good safety razor 
should he made to come apart easily in order to cleanse it. If 
it doesn't the razor will rust and your oustomers will he dis- 
satisfied. The Sanito safety razor permits the use of the blade 
as though it were a straight, old fashioned razor, for times 
when the man using it wants to trim about his beard. Until you 
have a razor with all these appliances you won't be able to sell 
half the men in your town. 
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Thus the dealer was plied with these ai^guments on the spe- 
cial selling features of the article, and in addition to the letters 
sent, all inquiries coming to the manufacturer from consumers 
as the result of the advertising were directed to him. Then the 
sale-clinching letter followed: 

Sanlto razors oomt apart "by siaply prtsaing a sMill 
sprinc OB tho aida and may bo oleanod and drlod oaaily. It takos 
only a aoaent. Tho Sanlto has an auzilllary handlo wbioh poraits 
tho ttso of tho blado as a straicht rasor. This nakos it oqual to 
oTsry oBorgonoy. And nan vill appraolata this faet. You want to 
sail this rasor: you van't ths additional sales and profits that a 
POTDLAB RAZOR with a POPULAR PRIOR will hring you. 

Thus the special feature of the article itself, rendering it 
more adaptable to the needs of buyers, may be played upon to 
get the dealer's order. The campaign of the razor manufac- 
turer IS an example of how the spe<nal selling feature may be 
used. The scheme adjusts itself as readily to other devices. 

Through a direct appeal to women, a wholesaler of a new 
brand of codfish secured an efiPective approach for his letters 
to dealers. He offered a five-pound box of XX brand codfish 
to any one who sent a cooking receipt. 

Tlien when a cooking receipt came in from the housewife, 
he immediately wrote thanking her and telling about the 
quality of XX codfish and then the letter hooked into the sell- 
ing scheme: 



Of courso, you kn^w that wo nevor distri'buto diroot to 
eonsumers. We send the prise hox of fish to dealers who distri- 
hute them. So if you will send us the naae of your regular grooer 
we will mail him the codfish and giro him instructions to deliver 
to you. 



Thus the name of the dealer was secured and a wide opening 
made through which to get his business. A letter accompany- 
ing the prize codfish told the dealer, "We are sending you a 
box of our extra fine brand of codfish, which is creating so 
much interest all over the country, and ask that you give it 
to Mrs. Blank when she calls." Then the letter explained to 
the dealer the proposition in regard to the fish, and pointed out 
the desirability of carrying it in stock. 
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it 



A lerict of dealer letters followed the sending of ,the prise 
box of fishy uxging a supply of XX brand. So ^fective an ap* 
proach was thus opened up that this particular dealer sold 
over forty per cent of the dealers written. 

The scheme is not limited to this one product. It is ap- 
plicable to any food stuff sold through d^ers to consumers. 

Originality in the letter itself is often effective as an order 
getter. An Oregon wholesale grocer employed a scheme in 
his letters to give an added impression of value to a b and of 
sardines. The sardines were purchased through a London 
broker. So instead of writing the dealers personaUy, he sent 
out letters over the signature of the London broker and on the 
broker's personal letter paper. This letter recommended 
that particular brand of sardines, called attention to the western 
wholesaler as the local jobber, and gave the dealer confidence. 
Then the wholesaler followed up this letter with a fersonaJy 
written sales argument which produced the desired results. 
The foreign letter, holding an unusual appeal to the dealer* 
carried home to him the fine quality of the sardines and gave 
the wholesaler an introduction to the trade. 

Although it is evident that every scheme for getting the 
dealer's business must be twisted and moulded to suit condi- 
tions in the selling field and in the manufacturer's business, 
these examples outline the fundamental principles of every 
dealers' campaign. 

As a direct approach to the dealer by the manufacturer, 
the offer of a "Private Brand" of goods is very effective. This 
scheme gives the manufacturer an appealing argument for 
his goods without preliminary creation of consumer demand. 
It offers the dealer an opportunity to adjust the goods to his 
particular business and to put his persona] O. K. on the product. 
Price is also a strong argument in this scheme, since the manu- 
facturer is usually willing to quote a lower price when a con- 
siderable quantity of goods are sold under contract 

While this scheme may or may not be backed up by an offer 
of the manufacturer to aid the dealer in turning Uie goods by 
advertising, circularizing or store display, it is usually a strong 
inducement to clinch the dealer's business. 



Getting Business From Four' 
Cornered TOWNS 

PART X HOW TO GET BUSINESS FROM DEALERS CHAPTER !« 

IN EVERY stale are hundreds of little country 
merchants^ situated off the main highways of 
business^ whose orders most manufacturers and 
jobbers never solicit. These are the obscure cross- 
roads dealers on whom the salesman never called 
because of the difficulty of reaching them. AU 
thouah practically inaccessible^ each is visually in 
the heart of a prosperous farming community — 
the center of a cluster of homes. Yet — a great 
bulk of his trade can be handled by ttulU — by 
methods explained in this chapter. 

TAKE your map of Illinois, or Pennsylvania, or Nebraska, 
and run your finger down one of the railroad lines. 
Familiar names you will find there that appear on the 
salesman's order blanks. But off the branch lin^ and in the 
open spaces in light face type you will find Boseville and 
Middle Creek and Brown Center^ Look up their population 
and you will find their inhabitants number anywhere from 
twenty to two hundred and twenty. Your order blanks show 
no records of sales in these towns, or else such records are 
widely separated. 

For other reasons the business of the four-cornered town 
merchant has not been extensively cultivated by the average 
producer. His stock is usually so meager and his orders so 
small that an expensive salesman's visit is hardly warranted. 
Then the salesman himself usually steers clear of this class of 
dealer for the trip over country roads requires too much time. 
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Frequently it would be neoeasaiy to demand cash oiden, for 
the merchant may not be rated* or his rating may be too low 
to allow an extension of credit 

But the small dealer's business can be secured, proinded he 
IS solicited in the right way. In ftct, here is a laige fidd that 
is entirely neglected by hundreds of concerns that mi^t get 
in on this extra business if they went afternt in an enlighterod 
and systematic way. It is a primaiy necessity, however, that 
the product be one for which a demand already exists or can be 
automatically created — staples that are in use everjrwhere. 

Practically all this business is now secured by general maO 
order houses, simply because they are the only concerns that 
have made any real effort to get it. There is no reason why 
the manufacturer can not adopt this mail order plan of getting 
this business and thereby add a desirable outlet for his goods. 
He can organize a small mail order department as an adjunct 
to his regular selling plan. Nor is this a difficult problem. 
It calls for little detail. It is highly profitable, because the 
selling costs are reduced. 

To start such a department you must have the names and 
addresses of dealers not reached by r^;ular salesmen. Then 
you must list and classify these names. Names may be copied 
from mercantile agency books, but they list the names of only 
the foremost merchants. A more detailed method, though 
more thorough, is to write to bankers, or newspaper men, or 
railroad station agents, and ask for the names of storekeepers 
removed from the main business centers. The merchants 
must have dealings with the bank in the adjacent town, they must 
get supplies from railroads, and they often advertise in the coun- 
try papers. In asking for the names it is well to state frankly 
the purpose for which you want the names, for while country 
business men are usually very accommodating in sudi matteis, 
they are suspicious of city business methods. Some concerns 
pay a small sum for hsti of names or send some souvenir that 
the recipient will appreciate. 

A third method is to advertise for names^ With magazines 
as a medium, one sales manager used this advertising copy: 
"This offer is for small town retail merchants," and &n fol« 
lows this heading with the text, ''If you have trouble in getting 
trade, or if you have difficulty in holding customers, I can help 
you. My business is supplying small country merchants with 
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helpful hints on how to attract trade by window and store dis- 
plays, and how to hold trade against the competition of city 
bargain counters. There is no charge for this information 
which includes a 200-page booklet telling how to run a retail 
store successfully. Write for the booklet." Then, the names 
of merchants who asked for this information form the basis 
of a prospects' list. 

The names must be classified. The best method is to list 
them on cards, to which may later be added such special in- 
formation as particular business conditions, shipping routes, 
literature used on each particular customer, and sales records. 
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But these are all preliminary steps to gain the dealer's 
interest and confidence; to induce him to buy your product 
and make sure of his continuous trade — these are the real 
problems. 

It must be remembered that the little merchant is usually 
deluged with printed matter, catalogues and price lists of every 
description and letters from regular mail order houses. Unless 
a letter carries with it an impression of the personal message — 
unleafji it implies that it is for his reading alone, he sendb it 
straight to the waste basket, or else he tosses it into a pile of 
accumulated circulars to be looked over later — ^a time that 



never comes. 



Iflg KNOWLEDGE OF LCX:AL CONDITIONS 

It ii obIj the letter under fint clan postage which carries 
the impression of the personal message. Give your letter 
the more e£Fective appcml of the two-cent mailing. Where 
the proposition involves as large an outlay as an order of stock 
from a merchant* every possible detail which may add force 
to the appeal, must be carefully weighed. The four-comers 
merchant has learned to "spot*' a form letter, and it is a mistake 
to send him a form letter, poorly filled in, or carelessly signed, 
in the belief that he will think it a personal message. He 
knows the difference, and a printed page or an undisguised 
general communication makes a better impression than a 
"sloppy" form letter. 

Before you approach the small dealer with your proposi- 
tion, you must know your man. You must know the condi- 
tions surrounding his business, his problems and his limitatioES. 
The difficulties he encounters in selling—the obstacles that 
hinder his development in business, are unlike those of any 
other class of dealer. Usually he has no adequate stock room, 
no attractive display space, and frequently insufficient capital 
to buy a large stock of any line, even though he might want 
to. He must fight against great odds in competition. Mail 
order houses are his greatest bugbear, because they often take 
the cream of his customers' trade — leaving him only the emer- 
gency accommodation businiess. Then he must fight to keep 
his customers' patronage and discourage their periodic trips 
to the county seat or near-by city stores. Besides, he has no 
adequate mediimi of attracting trade such as the town merchant 
with his newspaper advertising. All these problems you must 
know and understand. You must be a merchant at heart, 
if you would talk understandingly to the merchant 

A sentence, or a phrase, or even one word, may betray 
to the merchant the fact that the writer of the letter fails to 
appreciate his specific business problems, and thus kill the other- 
wise effective argument. Hence the importance of knowing 
these conditions. Take for instance the argument intended 
to persuade the dealer that a line of soaps of a certain brand 
will best meet the needs of his customers. Here a suggestion 
that he order a quantity out of keeping with the demand, shows 
him that you fail to appreciate how small his trade is. Or the 
suggestion that a quantity of cut glass dishes be added to his 
Btoek of glassware, when it is only in rare cases that the craas- 
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roads merchant has a demand for such an article, immediately 
convinces him that you fail to understand his daas of trade. 
A loss of confidence is the natural result All other advice 
becomes valueless. 

Then, in your letters that seek to carry an element of per- 
sonality, keep to the level of the country merchant. Don't 
shoot over his head; for instance, don't use the same phrase- 
ology that you would employ when you address a city banker. 
Convey the message to the little dealer in phraseology with 
which he is familiar; use colloquialisms witiiout sacrifice of 
dignity. 

It is always human interest that reaches out and touches 
the cross-roads merchant — ^the letter that dips into the midst 
of his interests is frank, homely, personal and enthusiastic. 
Keep to these standards in your message and you will drive 
the argument straight under tiiie little dealer's skin of conserva- 
tism. 

Your letter must strike a vital point in his business in its 
opening paragraph. To secure an effective angle on which 
to base your approach, consider the things which most vitally 
interest him. Like his city competitor he wants to enlarge 
his business. He wants to get more sales and profits. 

His ever insufficient capital gives an opening for this letter 
to reach him effectively: 



"You say you hare no money for additional stock? Bow 
auoh haTo you tied up in etiokere? One dollar in goods that 
sells Beans more than two dollars in goods that stay on the 
shelres. You are prohahly planing to huy in sobs one of the 
lines you carry. Why huy so Buoh? Why not put some of the 
Boney in other goods, inresting no acre in the old line than you 
know will he enough to supply your trade until you oan huy nora. 
Put the Boney sared in this way Into a line of goods that you 
know will sell— that will hriag you a good profit. Than you get 
profits on two lines instead of one. Oold Club flour glres you 
a Tory good profit, and it sells. It brings oustoBers baok to 
you for sore beoause it Bakes the best bread, the best pies and 
the best oakes. " 



Another letter strikes directly at the small dealer with argu- 
ments showing the advantage of buying by mail: 
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*Did yeti trtr tbink bow buoIi 7011 pay to ha,y a aalaa- 
■aB call on youT Eoro*a a plain atatoaont af faot that aay opaa 
your eyes. iTery tiao a aalaaaan takoa tba axpanalTa drira out 
to your plaoo, Ms house adda tho oost of tha trip to tha sooda 
you got. Srery tiao that hi^ prioad aan sponda a day with you 
hia salary is Just added to the oost of tho coods. Ouroata* 
locue is OUR salasaan. It is ALWAYS tl^ TOTJ. It f s elear, 
logical and specific. It tells a'bout our goods better than a 
salesnan could and it costs one-fiftieth as much. But we don't 
sare that cost. We giro it to you. Ve out tho prioo on the 
goods you get Just that auoh. ' 



And still another letter aims to wedge some orders into the 
small dealer's store between the infrequent calls of competing 
concerns' salesmen: 



"There is only one way for you to carry aore lines of 
goods with a liaited capital. You aust buy in saall quantities 
and often. You don't need a hundred pair of OTeralls — you don't 
need a dozen barrels of A-sugar. You buy tire tiaes as much as 
your iaaediate deaand requires if you buy of salesmen — because 
he can't get to you often. You buy froa us and you buy as you 
need the goods. You aay need only two suits in each sise of 
children's olothing. That ought to bo enough, if you can dupli- 
cate any sise or pattern in two days' tiae by aail order. Why 
tie up capital in needless stock? Wo duplicate goods in forty- 
eight hours. " 



Thus the little dealer's strongest competitor — ^the city bar- 
gain counter — ^forms the subject for a valuable suggestion and 
an approach for orders. 

llie reason why the small dealer has so limited a variety 
of goods is because each new line involves a considerable outlay 
of capital; it requires additional space, and the trade does not 
warrant a large stock. The salesman, because of the infre- 
quency of his calls, wants the dealer to lay in more than his 
immediate needs require. This gave a western shoe manufac- 
turer his cue to extend his markets. 

He knew that many of the four-cornered town merchants 
could not afford to carry a line of shoes because the manufacturer 
would sell nothing less than case lots. A line of shoes that 
would meet the demands of any dealer, no matter how small* 
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if it be adequate, would necessitate too heavy an outlay of 
money, with the whole-case policy. So he determined to break 
eases. He wrote the small dealers: **You may never have 
sold shoes. Or if you have sold shoes, you probably couldn't 
afford to have any sort of completeness in your stock because 
the cost ran too high. That's die reason why so many general 
merchants don't carry shoes. It isn't because shoes don't 
offer them a good profit, for there's hardly a line of goods that 
offers a better profit." Then his letter suggested the scheme: 
"I will sell you quarter or haJf cases at wholesale price — will 
sell you one or two pairs just as cheap as if you bought a full 
case of one size and style." 

With the enclosure of a stock list on which the styles 
and sizes best adapted to the merchant's needs were in- 
dicated, this letter from the manufacturer pulled big 
sales. It was the idea of selling in small quantities and promis- 
ing renewals of sold out stodk at any time that persuaded the 
small dealer to try an addition of shoes to his general store. 

The letters with the approach and arguments of lower 
price are always effective with the small dealer. But the argu- 
ment is ''low price," not "cheapness," because the word cheap- 
ness usually carries the impression of poor quality. The 
suggestions that aid him in every-day sales of goods, and help 
him to build up his business against competition, prove to him 
that you are interested, not merely in getting your goods on 
his shelves, but that you are awake to his needs and his diffi- 
culties and that you aim to give him every assistance possible. 

To carry this idea a step farther, many manufacturers 
sent out periodic bulletins and booklets, devoted to business- 
getting schemes that have been tried and proven successful 
by small-town merchants and four-comers dealers. The 
schemes usually involve a purchase of the manufacturer's par- 
ticular line of goods by mail. But the impression that the 
dealer is getting valuable suggestions free, is nevertheless carried 
to him and the interest indicated never fails to clinch a recipro- 
cative good will. 

The idea of service is a strong argument on the little dealer. 
He wants to buy in small quantities, to fill in lines of goods, 
to get rapid delivery above all things. Thus this letter, used 
to drive home the advantage of unusual service in the mail- 
order sale, was most effective: ^*We guarantee seventy-two- 
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hoar delivcriei to cuftomeri witbin a nuliut of one hundred 
milet. This it a hud and btt policj of oun. It praetioaUj 
makes our great stock room an additioii to your store, nsce 
you can fiU in broken lines, duplicate goods, and supply your 
customer's orders on new lines within three days/' 
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But a sale clincher must be put on the letter. This is merely 
making it easy for him to answer and order. A return en- 
velope should accompany the letter, and a reference made 
to it in some such way as this: "Just slip your order in the 
enclosed stamped envelope so it will reach the proper depart- 
ment head and insure prompt attention.*' A blank order 
slip should be enclosed with minute directions for ordering, 
as simplicity and convenience are vitally important 
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Because of the wide experience which manufacturers are 
assumed to have, regarding the amounts and grades of goods 
needed by the small dealer, it is often possible to suggest a 
complete line of goods and offer the dealer a selection which 
will be best suited to his particular demand. 

Often the dealer is slow in taking up the proposition. To 
provide against this, the manufacturer offers some special in- 
ducement for a hurry-up order. One letter states, *Tf you at- 
tend to this order promptly it will reach us in time to get the 
special discount of five off, during the month of July." With 
another is enclosed a coupon, across the face of which is written, 
''This coupon is worth $10.00 during the month of September," 
and on the opposite side of the coupon is written, "Return this 
coupon, which is given only to a selected list of customers, 
during the month of August with your order for fifteen fall 
suits, and it will be worth ten dollars, deducted from the in- 
voice price." Still another scheme used to induce early orders 
is to offer a selling guarantee with the goods in case the order 
reaches the house before a certain date. A small coupon on 
which is written a guarantee to take back all unsold goods at 
the end of a certain period, if they be ordered before the date 
specified, is enclosed with the letter. This scheme gets quicker 
results with orders. Besides, the guarantee adds confidence 
to the mind of the dealer. 

But the order once secured, you must not expect to hold 
the continuous trade of the dealer without persistently following 
up with letters to impress him with your interest and your desire 
to aid him. Here the service given is an important factor 
in holding his good will. When you promise him^ deliveries, 
make the promise good or else make a satisfactory settlement 
with the dealer. Here, also, the periodic bulletins and booklets 
of selling su^estions aid in holding his interest. Then a sys- 
tem of special notifications of bargains offered shows him that 
you are watching out for his interest and impresses him with 
the accessibility of your house. It is the persistent following 
up of these little details, each minor in itself, that rounds out 
the complete idea of satisfactory dealing by mail with the 
little country merchant — ^that insures his continuous trade — 
and that gives the side-issue-mail-order department an appre- 
ciable value to the regular selling end of a business. 



PART XI 



Consisting of four chapters on the sub- 
ject of "HOW TO OPEN NEW 
TERRITORY BY LETTER." 



THERE can be no continuance without a be- 
ginning. There can be no completion with- 
out a continuance. 



The only man who DOES anything is the man 
who BEGINS something. 



Don't wait for someone else to give you a push. 
Don't be an echo to the other man's hurrah. 
Don't be a shadow of the other fellow's work. 



Lay the comer stone of your own initiative. 



Get busy. Begin. Originate. Conmience. 



Just START- 



Opening New Selling Fields 

by Mail 

PART IX HOW TO OPEN NEW TERRITORY CHAPTER 17 

IF TRADE were limited to the customers who 
came into personal touch with the salesmen^ buy- 
ing and selling would he limited to the comer 
store and local factories. But the mails have en- 
abled the buyer to seek wider markets overcoming 
the handicaps of distance. To find such buyers 
is the aim of every house that can extend its field 
of operations by selling goods by letter. Here 
are some ways by which it has been done 

MARKETING a product hitherto entirely unknown, 
or expanding a business to a new field of trade, is 
a serious problem. Eveiy producer, whether he 
is the head of a small business with a limited capital, or of a 
great corporation with a hundred-thousand-dollar selling ap- 
propriation, must evolve some effective method for extending 
his markets. He must follow the road of least resistance and 
cultivate inexpensive systems, for his profits at this stage de- 
pend, not so much upon the cost of production, as upon the 
marketing of his goods at the least possible expense. 

There are several ways of marketing goods in a new terri- 
tory — ^usually expensive and slow in producing results. De- 
mand may be created in time through high-priced advertising, 
or salesmen may be sent into the field to "work up business" — 
another slow and expensive method. S^.^ 

\ The simple and economical scheme is to use letters as the 
selling medium. They creep in silently behind the competitor, 
and insert the wedge that opens an entry for the new product. 
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THE ATTITUDE OF THE DEALER 



They swamp the oonsumer with aigumenti on quality and 
merit; they educate him to prefer tUa article tor aome good 
reason and thus create a demand. They get customers and 
build up a trade. But usually the manufacturer does not want 
to sell direct to the consumer — he is a producer and wants to 
aTOid the details of retailing— but with a following of customers 
to offer with his goods to & deakr, he commands attention. 

In starting a campaign to educate the consumers in a new 
territory three things are necessary: to determine the extent 




The four methods of opening up new territory hy letter 



of the campaign; to secure lists and classify the prospects, and 
to determine the arguments to be used. 

The extent of the campaign depends in each case on the 
nature of the proposition and the pressure necessary to interest 
the dealer. The various sources of names are taken up in 
other chapters as well as the method of testing lists and trying 
out letters and schemes. 

The arguments to be used will depend upon the people to 
which one is appealing. If lists can be divided into ckisses, 
it is then possible to shape the arguments to appeal most strongly 
to each group. To.one dass^ qiiality may appeal most strongly; 
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to another class economy is the irresistible argument, while 
to others the convenience of the device or the style of the goods 
may arouse their interest. 

The whole object of the letter is to convince a man he should 
try your goods; the battery of arguments should be trained to 
bring down the trial order. Convince a man that your product 
for some good reason b peculiarly adapted to his wants; in han- 
dling your appeal you must be quick on the trig^r — ^wing his 
attention in mid-air. 

But the letter must not merely arouse curiosity or attract 
momentary interest by some clever scheme. It must be edu- 
cational, for while the attention must be secmred quickly and 
the trial order secured, the plan must be much more far-reaching 
— it must educate the consumer to want your product. 

Possibly quality is the one argument that will make the great- 
est appeal; your goods may have some unusual merit, some 
superior value. So you play up the quality of material. Or, 
you may want to emphasize some advantage in construction: or 
price may be the inducement. 

The strongest appeal is usually made through some original 
selling plan; or through some new feature, or make-up of the 
goods — some distinguishing idea that the other man has not 
used. Find an angle strikingly different from the usual. Use 
originality as the lever to pry loose the consumer's interest. 

A shoe manufacturer found a new angle in approaching 
the consumer: "^ 



I pay twenty-elglit cents a foot for the first grade of 
calf skin leather used in our Blue shoes. I could %uy the 
second grade at twenty- five cents a foot ; only an expert can tell 
the difference. At three feet of leather to a pair. I could 
saTe nine cents here--a good many do. If I did this, ny shoes 
would he like all others — but I don't. I know I could tako 
ahout twenty-fiTe cents out of every pair of shoes by using in- 
ferior material, hut I aim at quality. I want erery shoe that 
leares our factory to hare absolutely the best wearing qualitios. 



Ordinary shoe advertisements do. not leave much of an 
impress, but this grips my attention. It is a new angle on the 
problem of the manufacturer; I see a good reason for not buying 
a pair of cheap shoes; I am convinced his shoes are well made, 



M6 THE TRIAL ORDER INDUCEMENT 

But it IS not enough that arguments should be carefully 
after the range is found; they should be backed up with 
a strong guarantee that will give confidence. 

In selling staples the actual difference in the goods advertised 
is hard to explain; it is difficult to differentiate one brand from 
other similar lines and so the guarantee of satisfaction and 
the low cost should be played up. 

The whole aim is to get the trial order. That is the first 
hook. It will hold the prospect until he can be landed as a 
regular customer. For the manufacturer or wholesaler cares 
litUe for a single sale; he works hard to make this sale 
simply because it will lead to others. What he wants is an 
established clientele to offer the retailer and so he ham- 
mers away at the *'money-back-if-not-satisfactory" proposition. 

"If it isn't more delicately fragrant than any cigarette you 
have ever smoked — we ask the privilege of returning the money 
you paid for the package." This is evidence that the cigarette 
is a good one. No smoker would hesitate about sending for a 
trial package. 

Give the customer a hard and fast guarantee; enclose with 
your letter a card in which is written: 



This suit of olothes is cuarantetd to 1)0 one hundred 
per oent wool; it is made l>y Al tailors; it is ci^en one hundred 
per oent shrinkage and will giro absolute wearing satlsfaotion. 
If a single eotton thread ean he found in the eloth, or if oheap 
labor is found to be used In its fflanufaoture. or if the buyer is 
in any way dissatisfied after purehaslng. the return of this 
oard attached to the suit will bring a refund of the money paid. 



Such guarantees give the consumer confidence, but even 
that is not enough — you want hb order. To provide against 
his holding off or delaying, give some little "hurry-up" twist 
to the letter. "This is a ten-day offer," or "You must get the 
goods 710117." Another plan is to apply the limited number idea; 
tiius, "We are making this offer. to only the first hundred per- 
sons who purchase. You want to be one of that first hundred. 
Send in the enclosed order blank today." The time limit 
usually proves effective. 

If the consumer faib to order, a follow-up letter is mailed, 
if the proposition warrants it Usually a series is necessary 
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before there are enough regular customers to make a leverage 
on the dealer. The length of the follow-up will depend 
upon the value of the article sold, upon the allowance set aside 
for the campaign, and the difficulty of exploiting the article. 

A manufacturer of an article used by women in their home 
work found that it would be impossible to get his goods on the 
retailer's shelves by ordinary methods without an enormous 
expenditure. A virtual combine, controlled by merchants, 
shut him out from the field. 

He at once began circularizing the consiuners: 



Your dealers are looking for the hlggest profits on 
their sales without attempting to glre you ralue reoelred for 
your good money. They know that to sell at so low a prloe I must 
reduoe their selling commissions, heoause to glre you the same 
quality at a lower prloe must mean a reduction In selling cost. 
It Isn't heoause of quality that they refuse to supply you with 
my goods — that they palm off other goods less meritorious, at 
higher prices. It is heoause they want a hlgger profit. 



The first letter was followed ten days later by a second, 
futher emphasizing quality: 



Here is a sample of the quality of my goods. Just lay 
it side hy side with the goods you are paying one-third more for 
at your dealers' store. You'll find it is not only JUST AS GOOD 
hut it is finer weare — a hetter comhed fihre. It will wear 
douhle the time of the goods you hare heen using. If it doesn't 
Just send it hack — eren if you hare used and soiled it. I'll 
refund your money willingly. 



He was successful from the first, because he found a 
new argument and his markmanship was accurate. His goods 
soon became known as the most popular priced in the field. 
When he could show long lists of standing customers, the time 
was ripe to leave the details of retailing and to confine himself 
to producing. "I am going to appoint a dealer in your locality," 
he wrote the best retailers in the territory, and they bid for the 
agency. Not only were they ready to handle his line, they 
even guaranteed minimum sales. 



goe DELTVERTNG CUSTOMERS TO DEALERS 

The manufacturer of a high grade linen wrote the women 
of the country within easy shopping dbtance from each dealer's 
store: 



8iao« t]i« prio« of liaeaa ha* con* up, many aaaufao- 
turara haTa ohaapanad thair coeda by uainc a lewar crada thraad. 
Thay knew you oaa't aaa thla— and you oealda*t. But you will 
not loo tha dlffaraaoa in tha Una of tha gooda. Thay won't 
ataad tha waar. Our coodo hara aarar ohangad; wa guaraatea tha 
quality and vaar. Vor ona aonth «a shall sail at this reduoad 
prloa to anahla you to try out our goods — to saa tha long Ufa of 
H0IB8T MASl Lim. If it doaan't ault you or If you are dlssat- 
iaflad In any particular, you may sand haok tha gooda to tt8--at 
OUR KFBIBl, and «a will rafund your monay. 



Orders came slowly at first, but other equally forceful letters 
followed at intervals of ten days and got the desired customers. 
Then the manufacturer went to the dealers: 



Z oan glTo you sixty new oustomars. I'll aand tham to 
your atora if you will handla our gooda. 



The dealers came easily. The customers' names were 
turned over to them and the consumers asked to patronize 
the local dealers. 

The entering wedge to the dealer's business b "profits, 
customers and sales," offered with the bill of goods. Get a 
list of customers, and offer them to the dealer. 

Tell him that a dealer is to be appointed in his locaUty and 
that you intend to turn over to him an established trade — cus- 
tomers who have learned the merit of your product and will in- 
sist upon having it If you can offer him the exclusive selling 
lights for his territory and an established trade, he will jump 
for the business. 

If there is an established trade that can be turned over 
to the dealer he will frequently do more than consent to handle 
your goods; very likely he may be induced to sign a contract 
for a certain amount during the year. In fact, if a manufac- 
turer has built up a trade that he is willing to turn over to a 
merchant, it is no more than reasonable to ask that merchant 
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to agree to handle a specified amount of goods during the year, 
thus assuring his active interest in pushing their sale. 

One firm writes to prospective dealers at this stage of the 
negotiations: 



81no« «• ar« civiac jou an assured baalaasa— eertala 
profit*, ottitoaera who will ooao to your otoro, while all you 
have to do is to hand them out our goods and oolleot your pro- 
fit8«-it is only fair that you suarantee to treat these ous- 
t oners well. We want to aake sure that when they oome haok acain 
and again for our goods they will not he disappointed; we want 
to make sure that you' will keep these goods on your shelres. 



With this argument and the leverage of certain customers 
to whom the dealer may sell other goods, he is persuaded to 
sign a contract for a specified quantity to be used during 
the year — and having agreed to buy them, he is certain to push 
their sale. 

If he falls down or loses interest, the manufacturer can go 
out on a still himt and work up further trade, and then go to 
the dealer and say, "Look here what we have picked up — 
business that you ought to get, for it is right at your door. Go 
after it hard, or we will have to place our line with some dealer 
who appreciates this field.*' 

No dealer cares to contemplate having a line taken away 
from him and given to a more progressive competitor — and have 
this competitor make capital out of the change. It spurs him 
to greater activity. 

The manufacturer or the wholesaler who can appeal directly 
to the consumer and develop a retail trade by mail possesses 
a leverage that will force open the doors of the most conserva- 
tive merchanb; induce them to bid for the business and then 
keep a pressure behind them that assures their continued 
activity in pushing the goods. 

Get the consumers; establish a clientele, and your problem 
of opening new territory through the retailers is solved. 



How Manvfacturers Drum 
Up Trade For The DEALER 



t_ 



PART XI HOW TO OPEN NEW TERRITORY CHAPTER 18 

THE DEALER does not merely want merchan- 
dise on his shelves^ he wants trade. The big- 
ger the demands for his goods^ the greater are fiis 
profits — and proportionally greater are his pwr- 
chases from the manufacturer. Hence it is to 
the manufacturers interest not only to sell his 
PRODUCTS to the dealer^ but to deliver the DE- 
MAND FOR THOSE PRODUCTS as well. 
This chapter explains how some manufacturers 
created a market for use a^ a lever in getting 

the dealers' order 

THE letter campaign which aims at developing a new 
territory or marketing an imknown product, may be 
directed at the dealer and the consumer simultaneously. 

Instead of building up a clientele of mail-order cus- 
tomers, the manufacturer may induce the dealer to 
supply the demand immediately. The details of con- 
ducting a retail business are avoided, and the co- 
operation of the dealer b secured in turning the trial 
order into established trade. 

Old selling arguments, price and quality — unless extraor- 
dinary — fail to get under the skin of the dealer when applied 
to the new and untried article. Why should he add a 
new line and go out to drum up interest in it ? WThy should 
he? WThat's the inducement? He must be offereid more 
than mere merchandise. His interests are along the lines of 
sales, profits, customers, service. He cares nothing for the 

fio 
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goods — anyone can fill up a store with goods. What he wants is 
a demand — trade. Give him a demand along with the goods* 

So it must be the distinguishing feature of the article that 
always appeab to the consumer, while it is the selling power of 
this feature that gets the dealer's interest. 

First, in this double-barreled campaign, play upon the fact in 
your letter to the dealer that you have a feature with which to se- 
cure the consumer's interest and get his business. Hammer on 
your elaborate plans for circularizing the consumer in your 
opening campaign — and you will have him taking notice. 
Besiege the dealer with arguments on profits, sales, new busi- 
ness that the campaign will create. 

The success of this method depends largely upon the skill 
in handling the arguments. You must make your new feature 
or your better quality create a desire and then use the other 
end of the club on the dealer — make him put in your products 
to supply the demand. 

The clothing manufacturer writes to the consumer: 



Just take this eoupon to Mr. Brown's store and tell 
him TOtt want to try on a suit 'that's made RIOHT — tell him you 
want only the olothes sold under our guarantee and show him the 
coupon with its sicned guarantee. He will giro you a try-on. 
Tou are not in anyway obligated — you don't need to huy. Just go 
in today and look orer the styles. 

To the dealer he writes: 



Take oare of your customers and they'll take oare of 
you. There's no profit in selling a man his first suit if it 
turns out to he his last. 

The first order means estahlished trade--and we are 
going to get those first orders. $100,000 is heing spent this 
spring in adrertising our Uadewell garments. 5ot only general 
puhlicity hut letters, personal letters, will he setit out to the 
desirable prospects. These letters will reach not only your 
customers hut many men who hare nerer heen in your store. Tou 
get this advertising free and you get their trade hy putting in 
enough of a stock so these customers will not he disappointed 
when they call on you. We will do the rest; fe will get them 
into your store; we will furnish goods that will almost sell 
themselTes — it is up to you to show the Madewell garments and 
profit hy this new husiness. 



n% THE SOMETHTNG-FOR-NOTHING ARGUMENT 

Style, fit. wearing qualities — these are the arguments you 
use on the consumer; free advertising, new business, satisfied 
euatomers, more profits — these are the aiguments that land the 
dealer. Once his order Is placed, his money invested 
in the goods, it is easy to get him to co-operate in push- 
ing them, 

A shoe manufacturer entering the field found it hard to 
break into the retail stores with the hand-me-down arguments 
of price and quality, so he began to study the weak point in 
the manufacture of shoes. He decided it was the fit, and so he 
loaded his letters with the one argument — ^fit. The letter to 
the consumer called attention to the fact that this shoe was 
made in quarter sizes which means absolute shoe comfort. 



Instead of harlnc to wear your elioae six months be- 
fore they are soft and pliahle to your foot, simply stiok your 
foot into one of these shoes. 

Z know you are Incredulous . Z know you will not take 
my statements for any more than you hare taken others: hut I am 
willlns to pay you to InTsstigate. In order to show you that 
eTsrythlng I olaim is hased on ahsolute faot, I am making you 
this offer: that within the next ten days you will take this let- 
ter to your looal dealer and he will exchange it with each pair 
of shoes you try on and wear across the room, for one of our cel- 
ebrated mercerised shoe polishers — something absolutely new 

simply rub it on the shoe two or three times and you hare a polish 
that a bootblack oould not secure in an hour's labor. I am 
willing to do this in order to get you to try on the shoe. 

In fifteen days I'll hare all the shoe users — erery 
buyer in town — flooded with letters similar to these enclosed. 
I'm going to galTanise your town with these letters. I'm going 
to send lots of buyers to some stores--! don't know yours will 
be among them but I hope so. 



Here an inducement was offered that was sure to bring the 
recipient into the store, for the "something-for-nothing" propo- 
sition touches a vulnerable spot in human nature. 

An advance copy of this letter is sent to each dealer in the 
town. Each dealer is asked frankly if he can afford to 
turn down these customers; if he is going to stand idly by 
while thousands of customers march into his competitor's 
store. 



\ 



= GUARANTEEING DISPOSITION OF STOCK glS 

To put on the finml clincher, the manufacturer adds that it 
m is a thirty day offer, and he further agrees to take back all 

U unsold shoes at the end of sixty days. 

tJK It is an irresistible offer. He cannot turn it down. Like 

i the consumer he ia told the manufacturer knows that he is 

jii' incredulous, that he has heard all these things before, but 

that the things now claimed are to be lived up to. He is offered 
to an opportunity to try out the proposition at a small investment. 

Bb Thus the dealer trade is established. The new territory is 

ii opened up, 

k The consumers* side of the campaign may be carried one 

Id step further, in order to give more weight to the club used on 

It the dealer. If you offer to send buyers to the store of the dealer 

instead of mere prospects, he will come on his knees to you. 

A scheme of tlus kind was used by the manufacturer of 
embroidery silk in a territory where his previous attempts to 
establish trade had met failure. 

So he began a sales letter campaign direct on the women 
consumers. *'With a certain amount of silk,** the letter 
promised, ''a stamped cloth ready for embroidery would be 
given away free,*' and thousands of women were attracted to 
the offer. 
t' The purpose of the campaign, however, was not to create 

a mail order business, and purposely the stamped cloth given 
free required twice as much silk as the order accompan3ring 
^ , it. This insured a second purchase from each woman. 

The manufacturer shaped his campaign so that a dealer 
in each town should fill this second order. So as rapidly as 
possible the names of the first purchasers were classified by 
towns. As soon as an impressive list had been collected the 
leading dry goods house was appraised of the fact that twenty, 
or forty, or one himdred women wanted the company's silks 
— were actually waiting to buy them. 

A successful milling company adopted the "double-bar- 

; relled-letter-campaign-on-consumer-and-dealer" plan to market 

a new flour. It was the best grade of flour it had ever put out 

— ^the very best it could make, and the natural course was to 

make superiority the distinguishing feature. But any num- 

\ her of concerns were playing up quality — ^and shouting 

, just as loud — so that attention could not be attracted in that 

way. 



«14 THE "FREE SABiPLE" COUPON 

Hie guara&tae wm adopted both on the consumer and 
on the dealer. Tested aigumenti were used in letters to the 
women of the better dass: 



Ws want to r«aoli woaen who ars looking for a truly 
•uporlor flour — a flour that will «!▼• tlia aoit oosploto satis- 
faotion, the boat and most ooonomleal result! that are possible. 
We hare euoh a brand of flour. It. is f AR BTJFIRIOa to other 
brands and «e want to prore it to jou. So «e sake this unusual 
offer. Tou try our flour AT OUR risk--not at jours. 



A couple of paragraphs were devoted to "reasons why" 
the flour was superior and then the inducement was made: 



Try a saok of our flour, aaking as many bakincs as 
you wish. If you are not then satisfied that it is the best 
flour that you oan buy, your money will be returned without 
argument. All we ask is that you hand this ooupon to your 
grooer. If your groeer does not sell our flour he oan easily 
get it for you. If he won't, put a stamp on this coupon where 
our address is given, sign your name with the name of your grooer 
in the spaoe and drop it in the mail box. We will see that he 
supplies you. Do it today before you forget it. 



A coupon was enclosed — a coupon seems to possess more 
value than a letter or a free-for-all offer — and plainly stated 
that the lady was to be the sole judge of the merit of the flour 
and that a partly used sack could be returned and the money 
refunded. 

To the dealers, the manufacturers wrote: 



We are writing TOUR customers as well as every flour 
user in your locality. We are flooding your outstomers as well 
as your competitors trade, with reasons why they should use this 
flour in preference to any other. Here is your ohanoe to get aa 
advantage over your competitors. We will send hundreds of their 
customers to your store inquiring for our flour. They won't 
take an other because we have offered them an unusual money- 
baok-if-not-satisfactory-after-using-guarantee. Wo other ooa- 
oerns have offered them this. Oet their bussness when it oomes. 
Don't let them go elsewhere and lose the profit. Oet a trial 
shipment now and supply this demand, fill out the eaolosed 
trial order blank and mail to us to-day. 
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These arguments were applied in a series of ten letters. 
The consumers got a letter every ten days; dealers at the same 
time. Orders came in by the hundred, because the consumers 
kept asking the dealers to get them a trial sack. Dealers were 
forced to comply with the conditions made by the manufacturer, 
because they wanted the profits of the sales. The consumer 
guarantees brought back only here and there a request for 
refunded money, because the flour once established in a house- 
hold kitchen, proved its merit. When the plan was oiled and 
running smoothly the generals of the campaign decided to 
balance their books to determine how near their estimates of 
expense and results had come to the actual trial. There was 
hardly a shade of difference. 

This is the most familiar method of entering new territory — 
aiming a campaign that centers on both the consumer and the 
dealer. The advantage is that it may be used successfully in 
any line of business--dry goods, clothing, groceries, drugs, 
novelties, specialties — they are all successfully marketed in this 
way. It is effective because of the double pressure that may 
be exerted; the manufacturer and the consumer both after the 
dealer to handle the article; the manufacturer and the dealer 
both after the consumer to use it 

There is hardly a business that does not have to fight for 
an opening. Every manufacturer, importer, jobber and whole- 
saler has to work to have the retailers handle his particular 
line of goods. The merchants are beseiged on all sides by 
salesmen and by propositions that are tempting but his capital, 
his space and his trade necessitates his selecting his lines care- 
fully. It is so easy to buy goods; it is so hard to create demand 
that the manufacturer who will create that demand for him, 
give him free advertising and lure customers into his store, 
b surest of his trade. T^e campaign on consumer and dealer 
lands the business when either campaign alone would fail. 



How to Interest Dealers 

by Correspondence 

PART XI HOW TO OPEN WBW TERKITORY CHAPTER 1> 

DEALERS handle a manufacturer^ a products 
because of the inducements oj Price, Exclusive 
Territory special Selling Plans or similar 
specific advantages that the manufacturer can 
offer. To the extent thai such selling propositions 
can be put up to the dealer by maU^ to that extent 
is the manufacturer's selling field extended. In 
this chapter are ilhistrated some of the methods 
by which manufacturers have opened up new ter- 
ritory by means of letters to dealers — letters that 
offer attractive indvcements in attractive form 

THE problem of the manufacturer is to get the dealer 
to handle his product One manufacturer may reach 
this end most readily by taking the circuitous route of 
working up a clientele and using it as a bait to get the retailer, 
another may make a flank attack, getting customers to bring 
pressure in the rear while he brings pressure in front. A third 
manufacturer may not be able to use either method effectively; 
he may find it better to go direct to the dealer and make induce- 
ments that will get his orders. 

While quality and price do service here as in every selling 
campaign, every manufacturer strives to get his product in a 
class by itself; he strives for some distinctive feature; some 
actual improvement; some good talking point. He realizes 
how difficult is the problem of introducing any product that is 
merely "just as good as" old familiar brands. It must be better 
or there must be some selling advantage if the live dealers are to 
handle his product in addition to or in place of other goods. 
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The merchant moves in the course of least resistance-— 
and that is to carry the goods he has previously sold — the 
goods with which his trade is familiar. To change his course, 
additional profits is the lure that must be presented in some form 
— more customers, more sales, a bigger business. 

One of the familiar schemes is to offer the dealer exclusive 
rights in his town. From automobiles to chewing gum, the 
exclusive selling rights have a powerful appeal. The more 
widely advertis^ the particular machine or brand or trademark, 
the more ready is the dealer to take advantage of this publicity. 

Here is the way a manufacturer approaches the dealer on 
an exclusive selling representative proposition: 



9ear Sir: 

Tou wottld not b« Justified, of oourso, in sollinc our 
safety razors unless you oould make larger profits than you are 
now Baking. ^ 

But if you were oonrinoed that you oould make from 
10)C to 20)C more profit than you are at present, you wouldn't 
hesitate a moment al)out taking on our line would you? 

Well that's exactly what you oan do with our safety 
razors. 

Rememher when you huy of us the transaction doesn't 

end with our sending you the razors. We actually sell the razors 

for you. 

first, hy the enormous magazine adrertising which we 
are constantly doing and which will cause people to come to your 
store and ask for our razors. 

Second, hy use of printed matter hearing your name and 
address which we furnish you free of charge. 

finally, bear in mind that you will he handling goods 
with a reputation, and the rery fact that you represent us m 
your locality will add to your prestige and this means dollars 
to you. 

If you place an order for two dozen safety razors we 
will giro you the exclusiTs selling rights in your city. The 
demand will he created; it is certain to grow. Are you going to 
profit by this business or is your competitor? 

Why not make the start to-day— you'll nerer regret it. 

Tours for greater profits, 

8AVIT0 SAfXTT BAZOR CO. 



ti8 PLAYING UP NOVEL TALKING POINTS 

Aside from improvements, better quality* and cxdusiTe sell- 
ing ri^ts, there is the opportunity to interest the dealer in 
some new article, such as a fireless cooker, or the yacuum 
cleaner. Here again the manufacturer has an abundance of 
material for talking points, as progressive dealers are always 
ready to take advantage of a growing demand. 

Frequently the dealer can be waked up to some new oppor- 
tunity. You may be able to point out to him the way to de- 
velop some additional line of trade. 

A manufacturer of automobile accessories opened up a 
good territory by the application of this idea. He learned that 
a new macadam road, then under process of construction, 
would materially lessen the distance between the two cities. 
It would inevitably become a popular route for automobiles. 
He immediately secured the names of hardware dealers in the 
towns along the route, and began an educational campaign. The 
significance of the new road had not occurred to them. He wrote: 



Tour new maoadaai route l)etween B — and W — will l)e 
completed early in the sumer. Think of the great field that 
will he opened up to automohiliets by this road. B--- is a oity 
of half a million, with orer ten thoueand maohines used solely 
for pleasure riding. It is a safe estimate that half the auto- 
mobiles owned in these two oities will use your road erery month. 

You oan see what a demand for automobile accessories 
and supplies will be created. You are naturally in a position to 
supply this demand. You want the additional business and the 
fine profits that the sales of automobile accessories and sup- 
plies offer. You oan easily arrange to install a small depart- 
ment in your business place for such stock. 



And then the letters pointed out the special advantages of 
the particular line of accessories offered. As a clincher the 
manufacturer wrote: 



You don't want to wait until others hare established a 
trade with the automobllists. You want to be Just a little 
ahead of the other fellows--you want to get the Jump on them and 
get your name among the motorists «■ the best place in the ter- 
ritory for supplies. Eere is a list of aooessories that you will 
need at first. Check off the amounts of each article you want and 
mail the list today. We will send complete instructions regarding 
the best way to arrange your stock and handle the business . 



SHOWING THE DEALER HIS OPPORTUNITIES glO 

In this way the manufacturer played upon the prospect's 
appetite for more profits and his desire for business that might 
be taken away from competitors. Thus he opened up an 
entirely new territory by being before-handed, educating the 
dealer and getting Uie order before the other manufacturers 
woke up to the situation. 

A free trial or an order placed at the risk of the manu- 
facturer appeals to the dealer no less than to the consumer. 
The manufacturer of chewing gum successfully approached 
the retailer from thb angle: 



Tou prol)al)l7 hare "been ■•lllng gun, l)ut you had to pay 
for it whether you oould diepose of it or not. I'a not going to 
ask that of you. I aerely want the prirelege of displaying ny 
new guH on your counters . that you may see hew readily it will 
sell. Merely sign the enolosed eard. telling ae to send you a 
trial order, including a large glass display ease. Put the gum 
in the ease: put the oase on your oounter and watoh it sell. 
When the trial order is gone you oolleot your profit and pay ne 
for the gum. I will giro you the glass oase. 



Then the manufacturer added to this guarantee of selling 
profits, a hurry-up clincher: **This is a ten-day offer. Order 
NOW while there is an opportunity to try out this gum at our 
risk." 

This selling feature was an almost irresistible one. This 
guarantee of profits encouraged trial orders, while the gift of 
the display case kept the goods on the counters within easy 
reach at all times, and the gum sokl itself. Within a year the 
name of that chewing gum was almost a house word. Up to 
that time no selling mediiun other than letters had been adopted. 

The prize-with-customer-sale plan is another effective 
approach. It was used effectively by a large western soap 
manufacturer. He wrote the dealers, offering to give their 
customers handsome prises for various amounts of soap pur- 
chased, "Each cake of soap will have a coupon, and for every 
twenty, forty, or a hundred coupons turned in, you are author- 
ized to give a present of corresponding value. We will supply 
the presents. They will be sent to you with the trial order 
and you can display them in your store. They are handsome 
presents and will call customer after customer to you.' 
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no FREE DEMONSTRATIONS A MAGNET 

Something for nothing alwAjt attracts customers. Offer 
them a prize with a certain number of purchases and they will 
keep buying until they secure the present Dealers know this. 
Therefore* when you offer the dealer his legitimate profits on 
hu sales, plus presents for his customers, he is interested, for the 
inducement is something tangible— it will draw trade to his store. 

In addition to the usual selling aigument used, one manu- 
facturer of a mechanical device offered to give the dealer a 
delivery cart, made to represent the article. ''This cart will 
be a constant reminder to your customers that you sell this 
article, and it will be a continuous advertisement for you." 

Concerns making food products have found the free dem- 
onstration proposition a winner with many merchants. U 
the firm is trjdng to place a new breakfast food or a brand of 
canned goods or a beverage, the merchant may be induced to 
put in at least a small order on the strength of a demonstration 
at the store, which the manufacturer will conduct. A personal 
representative will take charge of it; the demonstration will 
be advertised in the newspaper and by personal invitations 
to the ladies to call and iacy a free sample of the product. 
No manufacturer goes to the expense of such a campaign unless 
his goods have merit that will lead to sales. So if the mer- 
chant is not asked to lay in too big a stock, this proposition 
is almost sure to get his name to an order blank. 

Frequently a manufacturer will try to secure some local 
influence to help push his goods onto the merchant's shelves. 
An advertising contract dangled before the eyes of a news- 
paper man will usually induce him to use his influence with 
a local dealer to add a new line: 



Wottld you like a oontraet for 360 iaohas of roof Inc 
adTortlslng? This is all new 'business, business that has nerer 
heea plaoed la weekly papers before, lleotros of the ads are 
furnished: you will be at no expense ia haadliac this high olass 
adTertisiac. 

Zf you waat this busiaess, go to some looal dealer 
aad get him to plaoe an order for 100,000 feet of double streagth 
roof lag. This is the best roof lag erer plaoed oa the aarket: it 
will be easy for aay dealer to dispose of thia aaouat ia a few 
weeks but he takes ao risk for the saaufaoturers will buy baok at 
the ead of the year all uasold material. 



WORKING THROUGH LOCAI. ORGANIZATIONS «1 

And if your paper makes good on thle adTertlsing it 
will be a year-ln and year-out souroa of inooae. The whole 
thing hinges upon your oonfidenoe la your own aediua as a method 
of selling roofing. 



Such propositions are usually made through an adver- 
tising agency and tiie newspaper man is usually ready to act 
as salesman, for the advertising is "velvet*' — business that 
he could not otherwise get. Then, too, he wants to stand in 
well with the agency in order to get its future orders. 

The dealer is usually anxious to curry favor with the press 
and will go further for the local newspaper man than for any 
salesman the manufacturer might send out. Sometimes the 
agency writes to the dealer at the same time to pave the way 
for the call from the newspaper man: 



We are getting ready right now to sell more roofing 
in your section than has erer heen sold there hefore. Some dealer 
oan pooket the profits without RI8KIH0 OBI FSHVT. Scores of new 
customers can he brought in your doors asking for Peuhle-strength 
roofing. So you want them? Tour competitor's customers will 
come to you looking for Double- strength. Tou may be able to 
make them your customers on other lines as well. So you want 
the opportunity? Only one man in a town can sell this roofing. 
That means that if we form a connection, the undlTlded profits 
from the sales of our goods are yours as long as we stay to- 
gether. You are the only man we hare written to because you oan 
handle the distribution most conTeniently. 



Occasionally other local influences are available. Manu* 
facturers in unionizing a factory frequently get the local labor 
leaders in strong union towns to bring pressure to bear on the 
merchants to handle their goods, and in many places this is 
a powerful influence. In rural districts the manufacturer 
may be able to work through some grange organization, and 
if some prominent individual can be induced to try a new 
machine or device or line of goods, his name 83 a reference 
carries weight with the dealer, and the same argument by which 
the manufacturer induces the retailer to put in a new product 
is available for the merchant in moving the goods. 

Dealers are almost always impressed by tiie publicity given 
to any widely advertised article. Many manufacturers con> 



ggg THE INFLUENCE OF MAGAZINE ADVERTISING 

cede that the principal benefit to be derived from expenaive 
magazine advertising is the effect it has on the dealer, For on 
the strength of these big appropriations many retailers are in- 
duced to lay in a stock of goods, the only advantage of which 
is the wide publicity given to the brands or trade marks. Man- 
ufacturers try to persuade the merchants to put in a stock be- 
fore the first gun of the campaign is fired, but there are some 
who never climb into the wagon until the procession starts. 
Here is the way one manufacturer wrote to his luke-warm 
prospects just after a campaign had started: 



"Last week the house adrertiaed in all the leading 
■asaslnes. Special Yrencb Xdge Hat t rest ea, full else — 60 
pounda-* regular prioe $30.00 at the reduced price of $18.50 
each. X know from inquiries that a display in your window will 
hring in the salea and profits to you. To insure you a good 
profit. I can quote you — on lots of twelTs. 

"This offer is not aade generally. We hare hut thraa 
hundred left and to get your share you nust order this week, 
this offer is only for ten days. It means profits to you if you 
get busy now. Write either the house or address me at Hotel 
Butler this week. " 



Exclusive rights, the money-back-if-not-sold proposition, 
free advertising in some form, or a demonstration, first in the 
field with a new article, pressure from some local source — 
these are the methods used by manufacturers in campaigning 
to get the dealer. Special inducements or outside influences 
are the forces that move the retailer. The proposition is always 
viewed from behind the cash register and the manufacturer 
has a hard road to travel in introducing his new product unless 
it has some obvious advantage, some convincing talking point 
or a selling margin that will magnetize the retailer's store and 
attract customers for that particular article. 



Building Up A Trade For 

the Retailer 

PART XI; HOW TO OPEN NEW TERRITORY CHAPTER »0 

THE SHOP-KEEPER naturally buys the ''lines'' 
thai he can sell the most readily; his greatest profits 
come from the goods for which there is the tnggest 
demand. He gives vreference^ therefore^ to mer- 
chandise for which trie market has been created. 
The manufa^urer who assists the dealer to create 
the market "paves the way for future orders. 

This is how he does it 



MANY manufacturers seek merely to get their goods 
on the merchant's shelves, depending entirely upon 
the efforts of the dealer to sell them, and order more. 
If their products are new or possess some conspicuous merit 
or improvement, this may be sufficient, but with the staples, 
where competition is keen, many manufacturers are not con- 
tent to await the slow growth of trade built up by merchants 
who have no incentive for pushing one line in preference to 
others. 

The ambitious manufacturer is not only willing but 
anxious to help the merchant. He wants to stimulate the 
demand for his goods; he is ready to spend money in adver- 
tising, in giving demonstrations, in distributing samples — ^any- 
thing to bring his products to the favorable attention of the 
public. 

The first step is to secure the co-operation of the dealer, 
and the offer to conduct a local publicity campaign is usually 
a lever that brings the best merchants into Hne. The most 
familiar scheme is to supply the dealer with a stock of samples, 
provided he agrees to distribute them and to carry sufficient 



fU THE DISTBTOUTION OF FREE SAMPLES 

stock to take care of the demand. As the manufacturer finances 
the campaign, the merchant is in the position of having little 
or nothing to lose and much to gain. The inconvenience of 
distributing the samples is slight compared to the benefit he 
derives from bringing so many possible customers into his 
store. 

Having enlisted the merchant he can render good 
service by furnishing the manufacturer with names of cus- 
tomers and prospects. Frequently his own stationery is 
used to give the message to them a more intimate and 
personal flavor. 

Another great service the dealer can render is in handling 
the samples. For instance, the recipient b much more favor- 
ably impressed if the^toerchant reaches up to a shelf and takes 
down a sample than if he dives under the counter and drags 
it forth from some hidden box. Then, too, a casual word 
about the quality of the goods, or calling the recipient's atten- 
tion to some new feature leaves an impression that is likely 
to germinate into a demand for something more than a sample. 
These little points are urged upon the dealer as his share in 
making the campaign a success. 

SCHEME 1— THE CARD THAT IS EXCHANGED FOR A FREE SAMPLE 

These preliminary steps having been taken, the manufacturer 
goes out to round up possible customers. Here is the letter 
sent out by the distributers of a new brand of coffee: 



Dear Hadaa: 

Will you let us ahow you what dolloious ooffae 26 
cents a pound will 1)U7? 

Then sttt a package of B. B. brand and try it at our 
riak. 

You would aoaroely hellOTe that such delicious coffea 
oould he sold at 25 cents--unless you happened to know that tha 
riaTor of coffee depends largely upon the hlending. 

The hlending of eoffee has heen a life study with us. 
We konw just how much of one kind to use for richness, of another 
for delicious flaTor and of a third for its exquisite aroaui. 

The result is the B. B. hlend that we want you to try. 
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The B. B. is asaled la air tight paekaset whlla orlsp 
from tha OTen. Our roaatar, a man of thirty yaara* axparleaoe. 
can tell you, by tha look of the coffee herriea, Just hov snich 
heat is necessary to hrlas out their full flarer and fragranoe. 

The Central Grocery will handle the B. B. coffee, and 
we hare instructed the proprietor to sive you a sample package 
with our compliments. Take it home and try it — that is aXl we 
ask. 

Rememher you can purchase a pound package for 25 
cents. If you like the sample, try a full package, and rememher 
that if you are not entirely satisfied that it is the most 
delicious coffee you erer tasted for that price, one word to the 
Central Grocery and they will refund your money. 

Bon't he satisfied until you knew what delicious 
coffee your twenty-five cents will huy. 

Very truly yours. 



Samples promiscuously handed out or piled up on the coun- 
ter in a basket with a "Take One" card, do not begin to bring 
such results as the samples that are judiciously distributed after 
a letter has interested the recipient in the article. 

This lure of the free sample appeals to the men no less than 
to the women, if the article b something they use. Distributers 
of tobacco products use this method frequently. 

After a dealer has been secured in a place, a company 
sent out the following letter to known smokers of the better* 
grade of cigars: 



"Wouldn't you like to find a cigar that comhined Just 
the right hlending to giro it aroma and fragrance, without the 
usual weedy taste? These cigars are made of the finest selected 
Havana leaf — hut we shall not try to descrihe them, instead we 
are going to give you one. Just a sample, that you may try it 
without spending your money, and Judge for yourself. Go in to 
Brown's store tomorrow noon after lunch and give him this coupon. 
He will hand you one with our compliments." 



Such methods are more expensive, but they bring results. 
The letter can be depended upon to pull the prospect into the 
store £or the sample, and having done this, it has aooomplisbed 



m THE ''BEFDNiy IS REASSURING 

iti miftioiL Future mIci depend entire^ upon the quali^ 
«( the goods. 

Frequently > coupon is enclowd, ^Mtb the lady can nrhnnge 
at the store for a sample package. Here is a letter that a laige 
Qianufacturer used eztensiTely: 



Th« •Bolosed eard •ertlfioate aatitlea 70a to a fall 
•isad aaa of Banrey faea powder- -ABSOIUTXLT IBBB. 



Tha Barrey face powder aakea a woaaa'e ooaplazloa 
aaootli and Telrety. Tbe akla doea not loaa its youttifal at- 
tractiTeneaa; it seeaa to 1)a laperrioaB to exposure. The aua 
aad wind hare no terrors for the woaaa asintf Harrej's. 



IT prereBts that oily, shiny appearance and eouater- 
acts the disacreeahle effecte of perspiration. 

If this were aerely an eapty claim ve could act afford 
to ciTc you a full-sised saaple paekace free. Ye know that once 
you have used Harrey's you will insist oa harins it always at 
hand. 

To secure this free package all you hare to do is to 
present the certificate to the Pioneer Drug Store which will 
haadle all the Harrey toilet preparations. 

RIMTOBTO this offer is good for three days only. 

Very truly yours, 

EABVZT 7ACX POYSXR CO. 



In this case the somewhat elaborate certificate was filled 
in with the lady's name, and emphasis was made of the limited 
offer. Both of these things enhanced the importance of the 
sample, and practically all the coupons sent out were presented 
at the drug stores for redemption. 

SCHEME fl— THE OFFER TO REFUND 

There are manufacturers who contend that the sample dis- 
tribution is too expensive and that the good results can be ob- 
tained by emphasizing the satisfaction-guaranteed feature. And 
many have found that a letter will pull trial orders if the money- 
back-if-ttot-satisfactory offer looms up prominently enough. 
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A large coffee house found this method effective, but made 
the campaign more personal by mailing out letters on the 
dealer's stationery over his signature with a hard and fast 
guarantee to refund the money for every package that did not 
prove absolutely satisfactory: 



You will find any grade of coffee hero you want; ve 
oarry all the veil known brands. But Just now we want to sugsest 
your trying a package of Supero — a new brand that eeeme to us 
haa Just the blending to make it popular with those who want the 
beet. 

Of course you may not like it for tastes naturally 
differ. But so confident am I that Supero will please you that 
I will take back without question broken packages if you are not 
satisfied and refund the full purchase price. 

I know some coffee will come back for there is nothing 
that will please everyone but I am convinced that ninety-five 
per cent of the trial users will be delighted with it. That is 
why I make this absolute guarantee of satisfaction. 

Hay I not include a package with your next order for 
groceries? 



The manufacturer of course has to back up the dealer in 
the refund without question, but it is assumed that no one makes 
such an offer unless he is reasonably sure that the product will 
carry satisfaction. 

In these ways the letter forms the keystone in a publicity 
campaign. It b the most formidable agency in opening up 
new territory, but it must be used with care to direct every 
letter to a likely customer and thereby avoid costly leakage. 
Create the demand and center the pioneer work on a single 
dealer — ^the demand will then force other dealers to put in tiie 
line if it b a staple that can be handled by different merchants. 

SCHEME S— PRIVATE DEMONSTRATIONS 

There are products that cannot be advertbed by samples 
or by a public demonstration, but thb does not prevent manu- 
facturers from doing effective work in bringing customers 
to the dealen. 



